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Rough Proofs 


Lovely Hills showed a lot of speed 
recently in winning a race at Wash- 
ington Park, and her owner ex- 
plained that he has been giving her 
a glass of orange-juice every morn- 
ing. There may be a big idea in 
this for sales managers. 
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The Texas Company has scored a 
sensational success for Fire Chief 
gasoline through the distribution of 
fire helmets to the kids. Knowing 
the originality of advertisers, can’t 
we count on somebody grasping the 
opportunity by the introduction of 
police helmets? 


7 FF FF 


A well-known cigarette manufac- 
turer, who for once shall be unad- 
vertised in this column, reproduces 
a painting depicting a _ baseball 
player using a glove of the sort they 
wore back in the gay nineties. No 
wonder the photographers are get- 
ting a lot of business. 
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The Association of National Ad- 
vertisers has gone on record in 
favor of a general sales tax. This 
must be bad news for General 
Motors, General Foods, General Elec- 
tric, General Candy and General 
Outdoor. 
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One of the resolutions of the A. 
N. A. convention referred three 
times to something called “publish- 
ment,” which is suspected of being 
publication. Even the publishmenters 
attending the convention were some- 
what confused. 
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During the A. N. A. convention, 
Cincinnati newspapers played up 
“Stew” Peabody under the caption, 
“Local Boy Makes Good in Big 
City.” Fame has little left to offer 
him now. 
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The Royal Typewriter promises 
1932 buyers service from the same 
machines in 1944. What the type- 
writer business seems to need is an- 
other Charles F. Kettering. 
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Vibrating machines, it is said, are 
no longer selling in the same quan- 
tities as formerly. Probably those 
who bought them as a substitute for 
exercise are now getting all they 
want without artificial assistance. 
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“If your case is abnormal, consult 
a competent physician at once.” 

Fortunately for the advertiser, 
“competent” wasn’t in italics. 


ih 


They say talk is cheap, but the 
alleged depression has reduced even 
the number of telephones in use. 


7 YF 


A new General Foods subsidiary is 
to market shelled and _ unshelled 
nuts. The only unshelled nuts that 
have survived 1932 are evidently the 
hard-shells. 


a ce 


Maybe Congress refuses to go 
home because Walter Johnson is 
putting on too good a show with his 
American League pennant-con- 
tenders. 

Copy Cus. 


Charges 8 Million Radio Sets Are Defective 


YOUNGGREEN IS 
ASSOCIATE OF 
W.D. MCJUNKIN 


Becomes Vice-President of 
Chicago Agency 


Chicago, May 27.—Charles C. 
Younggreen, widely known advertis- 
ing agency man, has merged his in- 


Charles C. Younggreen 


terests with the McJunkin Adver- 
tising Co., becoming a_ vice-presi- 
dent, William D. McJunkin an- 
nounced today. Mr. Younggreen, 
who served two terms as president 
of the Advertising Federation of 
America, has been vice-president in 
charge of the Western office of the 
H. E. Lesan Advertising Agency. 

Mr. Younggreen regards his new 
connection as a kind of home-com- 
ing. When he was distribution di- 
rector for J. I. Case, that account 
was handled by the McJunkin 
agency, and Mr. Younggreen had am- 
ple opportunity to study its meth- 
ods. 

(Continued on Page 2) 


WARD ABANDONS 
MEDICAL SERVICE 


Chicago, May 26.—Walter Hoving, 
vice-president and general sales man- 
ager of Montgomery Ward & Co., 
Chicago mail-order house, announced 
today that the offer of a urine analy- 
sis for $1.50, included in the current 
mail-order catalog, has been with- 
drawn. The offer has been severely 
criticized, especially in medical cir- 
cles. 

“We are withdrawing from the 
medical service field,’ Mr. Hoving 
explained to ADVERTISING AGE, “not 
because the plan has been critisized, 
but because we believe that this is 
outside our field. We are devoting 
ourselves to the distribution of mer- 
chandise and are eliminating ex- 
traneous activities.” 


In 
Of New 


Public Represented 
Administration 


Copy Code 


New York, May 27.—The new ad- 
vertising copy code adopted jointly 
by the Association of National Ad- 
vertisers and American Association 
of Advertising Agencies will be ad- 
ministered by a Review Committee 
of 20 men, of whom five will have no 
connection with advertising or pub- 
lishing. The committee will act as a 
“court of appeal” on cases from the 
National Better Business Bureau. 

The committee will include five ad- 
vertisers to be appointed by Lee H. 
Bristol, president of the A. N. A.; 
five agents to be appointed by John 
Benson, president of the Four A’s; 
and five magazine publishers to be 
agreed on by the ten appointees of 
the two associations. 

This committee of 15 will select 
“five additional members of recog- 
nized standing and good repute, but 
not connected with advertising or 
publishing.” 

The new copy code labels the fol- 
lowing as practices which are unfair 
to the public and tend to discredit 
advertising: 


Ban Seven Practices 


1. False statements or misleading 
exaggerations. 


2. Indirect misrepresentation of a 
product or service, through distor- 
tion of details, either editorially or 
pictorially. 

3. Statements or suggestions 
offensive to public decency. 

4. Statements which tend to un- 
dermine an industry by attributing 
to its products, generally, faults and 
weaknesses true only of a few. 

5. Price claims that are mislead- 
ing. 

6. Pseudo-scientific advertising, 
including claims insufficiently sup- 
ported by accepted authority, or that 
distort the true meaning or applica- 
tion of a statement made by pro- 
fessional or scientific authority. 


7. Testimonials which do not re- 


flect the real choice of a competent 
witness. 

The Review Committee will con- 
sider only those cases where the Na- 
tional Better Business Bureau has 
been unable to decide the issue to 
the satisfaction of the parties in- 
volved. 

Subject to the discretion of the 
committee, any eligible case can be 
referred to it at the instance of 
either the complainant or defendant 
in the case, or the National Better 
Business Bureau. 

“Only such cases shall be reviewed 
by the committee as are considered 
to violate sound advertising practice 
as defined by the Joint Committee 
copy code,” said the official an- 
nouncement. 


“Court of Appeal” 


“The Review Committee wil] not 
attempt to be the judge of facts:.in 
themselves, but will interpret ‘them 
in the light of principles established 
by the code. 

“Since the Review Committee is to 
be, in effect, a ‘court of appeal,’ it 
can deal only with cases which have 
been tried in a lower ‘court’ and 
appealed because of disagreement. 
Since the National Better Business 
Bureau already has the necessary 
machinery to function as a lower 
‘court’ it was decided to recognize 
that bureau as the co-operating body. 

“The Review Committee is to be 
the judge of its own jurisdiction in 
every case and have the privilege of 
reviewing it or declining to do so at 
its own discretion. 

“The verdict of the Review Com- 
mittee shall be binding only in case 
the parties concerned agree in ad- 
vance to accept the decision of the 
committee. 

“The committee shall make its 
own rules of procedure.” 

As reported in ADVERTISING AGE 


(Continued on Page 6) 


Last Minute 


November, 1928. 


pirate caves and secret letters. 
the radio account. 


guarded. 
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News Flashes 


Mahan Resigns from Kellogg Company 
Battle Creek, Mich., May 27.—Dwight H. Mahan has resigned as gen- 
eral sales manager of the Kellogg Company, which he has served since 


“Pops” to Go on Columbia Network 
Chicago, May 27.—Foodtown Kitchens, Inc., will go on the Columbia 
network about June 6 after a test on WGN. The program involves 
McJunkin Advertising Company handles 


New Plymouth Campaign Breaks June 5 


Detroit, Mich., May 27.—A new Plymouth program, on the same grand 
scale as recent ones, will break about June 5. 


Details are being closely 


Release Heavy Schedules on Fly-Tox 
Toledo, O., May 27.—Heavy summer schedules on Fly-Tox are being 
released by the Toledo Rex Spray Company through the Miller “ontee 
Newspapers are the chief medium. 


COMMISSIONER 
SAYS SERVICING 
IS INADEQUATE 


Radio Manufacturers Meet 
in Chicago 


Chicago, May 27.—Asserting that 
radio manufacturers have overlooked 
one of the fundamentals of merchan- 
dising, Harold A. Lafount, member 
of the Federal Radio Commission, 
told the Radio Manufacturers’ Asse: 
ciation that more than one-half of 
the country’s 17 million receiving sets 
were improperly installed. 

“Your responsibility must not cease 
when the receiving set is paid for,” 
he asserted. “If full tone value is 
to be maintained, and if the receiver 
is to accurately reproduce broadcasts, 
sets must be serviced at least twice a 
year. 

“A small service charge could be 
made which the average listener 
would welcome. However, the listener 
usually does not appreciate the ne- 
cessity of such service and often 
blames the broadcaster or the Gov- 
ernment for poor reception, when, 
as a matter of fact, his set has been 
in operation for perhaps two years 
without having been checked by an 
expert and perhaps he is still using 
the original tubes. 

“Manufacturers and distributors 
have failed to explain to the public 
that the receiving set is a highly 
technical device, which must be fre- 
quently checked by a capable expert. 

“No one would think of leaving his 
piano for years without having it 
tuned. We all realize the necessity 
of keeping our automobile in first- 
class condition, replacing spark plugs 
and tuning up our motors, but many 
seem to think that a radio receiving 
set is almost human and can provide 
for itself.” 

The association failed, however, to 
act officially on Mr. Lafount’s implied 
recommendation to include service 
charges in the price of the set. Co- 
operative advertising likewise failed 
to receive official consideration, al- 
though thought progressed to the 
choice of “own two or more sets” as 
the best theme, 


Two-Radio Families 


“Families want more than one 
radio,” said J. M. Spangler, of the 
National Carbon Co. “The largest 
business will be in the manufacture 
of thoroughly high-class, small ma- 
chines, suitable for library, den or 
bedrooms. 

“Low prices and the good old ‘tone 
quality’ appeal have a very limited 
audience. Most radio listeners don’t 
know whether there are 100 or 10,000 
vibrations in a given sound, and they 
don’t care. They want a supplemen- 
tary receiver to settle the continuous 
family quarrel as to whether the dial 
shall be turned to the fight or the 
symphony.” 

The association also failed to ex- 
press an opinion on the best trade-in 
policy. At least two manufacturers, 
Columbia and Kolster, will experi- 
ment in fall campaigns. 

Columbia will feature an invita- 


tion to trade in connection with the 
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advertising of one model priced on 
the basis of an extra dealer discount, 
and leave the rest to the dealer. Kol- 
ster will recommend that dealers 
make trade deals on all sets, and run 
coupons in its national advertising 
which correspondents can use to re- 
quest quotations on their old re- 
ceivers. 

One of the few innovations in cab- 
inets is in white porcelain, the finish 
being the same as for an electric 
refrigerator. It is made by U. S. 
Radio & Television Corp., and _ in- 
tended for installation in kitchens, 
bathrooms and doctors’ offices. 


G. E.’s New Theme 


General Electric swung to a new 
theme this week, presenting its new 
models in national copy as “the 
radios that beat the radios that won 
the tone tests,” thus exploiting its 
own former advertising. 


Philco’s show week 
merely mentioned twin speakers. 
Other manufacturers, interpreting 
Philco’s innovation as a challenge to 
a contest, have already introduced 
three-speaker sets, and there is no 
assurance the matter will end there. 


Tests in newspapers just made for 
Kolster by Marschalk & Pratt, Inc., 
New York, featuring an invention to 
eliminate static, prove 1,000-line 
comic-strip copy in the general news 
section most effective, with tabloid 
layouts next best. 


House-to-house sales will be the 
foundation of tube merchandising 
during the summer. Having found 
it almost impossible to induce own- 
ers to bring their tubes in, leading 
tube manufacturers are supplying 
their dealers with portable testing 
machines for use in canvassing. 


The Hygrade Sylvania Corp., Em- 
porium, Pa., is alsofurnishing dealers 
with blank stickers, to be dated and 
affixed to tubes when sold or tested. 
In an aggressive summer campaign 
the company will use newspapers, 
radio and point-of-purchase advertis- 
ing tied to the political conventions, 
sporting events and the Olympia. 

Triad Mfg. Co., Pawtucket, R. L., 
will market its leading line of tubes 
only on a direct to dealer, c. o. d. 
basis. 


insertions 


Get this 


New Book 


The Champion Decorative Material 
Book No. 2 contains more than a 
thousand different decorative de- 
signs in one and two colors, the 
creations of the country’s foremost 
artists. It brings to you, in compact, 
readily available form, the best and 
most modern decorative designs of 
the day. 


Dramatize your advertising . . . give 
it modern style and selling punch! This 
interesting book, with its original 
layouts, designs, decorations, helps 
you in a thousand ways. Pays for 
itself on a single job. Saves time, 
money. Nothing else like it. To see 
it is to know its value. Price, $1.50. 


Sent on Approval 


Send today for the Champion Book 
of Decorative Material No.2...then, 
if you feel you can do without it, 
return in a week, bill will be can- 
celled. Write your name and address 
in the margin below and mail to... 


-The Champion Coated Paper Co. 
Hamilton, Ohio 


Photograph of 
‘*Tek’’ Captures 
Premier Prize 


Chicago, May 27.—A photograph 
for Tek, Johnson & Johnson’s tooth- 
brush won first prize in the national 
advertising class of the advertising 
and sales photography exhibit at the 
New Bismarck Hotel sponsored by 
Printed Salesmanship. The exhibit 
runs to June 4. 

Ferry-Hanly Advertising Company 
handles the account and Victor Kep- 
pler was the photographer. 

On the award committee were 
William A. Kittredge, R. R. Don- 
nelley & Sons Co.; Miss Helen Wells, 
Marshall Field & Co.; W. J. Byrnes, 
Chicago Tribune; Larry Stults, 


Stevens, Sundblom & Stults; W. 
Willis Jones, Needham, Louis & 
Brorby; and J. C. Aspley, of the 


Dartnell Corp. 

About 150 photographs were 
entered. Second prize went to 8S. C. 
Johnson & Son through Needham, 
Louis & Brorby, Eugene Friduss be- 
ing the photographer. Third went 
to Young & Rubicam, Inc., and 
Anton Bruehl. 

D’Arcy Advertising Company’s 
photograph on Budweiser Malt won 
first award in the newspaper adver- 
tising group. Raphael G. Wolff was 
the photographer. 


Marland Returns to 
Petroleum Industry 


E. W. Marland, who sold the Mar- 
land Oil & Refining Co. several years 
ago to the Continental Oil Co., has 
formed the Marland Oil Company of 
Oklahoma, at Ponca City. 

He was one of the first refiners 
to advertise extensively, originating 
the red triangle trade-mark, still 
used for Conoco. 


Physicians Propose 
Cooperative Campaign 


The Minnesota State Medical Asso- 
ciation has appointed Dr. A. N. 
Collins, Duluth, chairman of a com- 
mittee to recommend a plan of co- 
operative advertising. 

Roy Dunlap, publisher of the St. 
Paul Dispatch, made suggestions to 
the physicians’ convention. 


Ford Suffers Reverses 


The Ford Motor Co., Detroit, lost 
approximately $53,586,000 in 1931, 
after dividends, if any, it was in- 
dicated by a certificate of condition 
filed with the Massachusetts com- 
missioner of corporations and taxa- 
tion. The company made $44,460,- 
823 in 1930, and $81,797,861 in 1929. 


Anderson’s New Work 


Leslie G. Anderson, formerly 
Cleveland district manager, cata- 
logue and directory division, Mc- 


Graw-Hill Publishing Co., has joined 
The Billboard, Cincinnati, as East- 
ern advertising manager at New 
York. 


S. E. P. Cuts Corners 


Beginning with its issue of May 21, 
The Saturday Evening Post is omit- 
ing the running head and date in- 
side the book and trimming its pages 
closer. The book is now shorter by 
one-quarter inch, narrower by one- 
eighth. 


N. A. B. Picks St. Louis 


The National Association of Broad- 
easters, meeting in Chicago this 
week, decided on St. Louis for the 
annual convention Nov. 14-16. Appli- 
cations of 41 stations were accepted 
for membership. 


To Represent Stations 


Affiliated Broadcasters Association 
has been formed in New York to 
represent radio stations, with R. 
Stuart as managing director. Offices 
are at 60 East 42d St. 


To Sell New Cigarette 


Axton-Fisher Tobacco Co., Louis- 
ville, Ky., maker of Spud and Clown 
cigarettes, will introduce a new 
brand, “Twenty-Grand.” 


Edwards Has Hotel 


C. W. Edwards, Chicago agency 
man, has entered the hotel business 
for the summer, leasing Grand Mere 
Lodge, Stevensville, Mich. He can be 
reached in Chicago at Seeley 4621. 


BUSINESS MEN 
BANISH FRILLS, 
START ALL OVER 


Kettering Tells A.N.A, He’s 
Optimistic 


Cincinnati, May 23.—Charles F. 
Kettering scored another hit when 
he spoke at the dinner of the Asso- 
ciation of National Advertisers here 
last Friday night. The head of Gen- 
eral Motors Research Corporation 
not only told his hearers that the 
world isn’t finished and that new and 
improved products, as always, have 
a market, but introduced some brand 
new stuff which had the crowd cheer- 
ing at the close. 

“During the past few years we 
have become too much compound-in- 
terest-minded,” he declared. “We 
have wanted to get the investment 
viewpoint on everything we have 
done. But that isn’t the way to 
handle the situation. People are 
going to buy not for ° investment 
values, but because they want to 
possess and enjoy things—in short, 
because they want to live.” 

Mr. Kettering also paid his re- 
spects to the system under which the 
real leaders of business have been 
separated from their jobs by beauti- 
ful furniture, private offices, secre- 
taries and yes-men, and predicted 
that things would get better because 
these men are once more getting on 
the job, doing things and finding out 
things that have been kept from 
them heretofore. 

Some of the blame for the depres- 
sion, aside from lack of new ideas, 
was blamed on standardization, 
which produced cut-price competi- 
tion and no profits. 


Minds Are Opening 


“Standardizing minds,” he said, “is 
a dangerous process. Our minds 
have been closed, and this depression 
is going to snap them open again. 
Maybe we will find out a few things 
which are not in the books. We have 
been formula dead—now we are 
going out to get some new facts and 
then arrange our formulas all over 
again.” 

Mr. Kettering pointed out that it 
is nature’s plan to grow and that in- 
dustries must continue to grow and 
change if they are to succeed. Periods 
of excessive prosperity not only pro- 
duce wild-eyed speculation, but also 
ossification of industry. Depressions 
which follow are consequently man- 
made. 

“T have implicit faith in the com- 
mon sense of the American people,” 
he said in closing. “We have been 
trying to compel people to exist in- 
stead of to live, but we are due soon 
to break away from all that.” 

Lee H. Bristol, president of the 
A. N. A., was toastmaster at the din- 
ner. The convention was welcomed 
by Russell Wilson, mayor of Cincin- 
nati. Entertainment was furnished 
by stars from Station WLW, Cincin- 
nati, through the courtesy of Powel 
Crosley, Jr., president of the Crosley 
Radio Corporation and head of the 
broadcasting station. 

W. A. Grove, Edison General Elec- 
tric Appliance Company, vice-presi- 
dent of the association, presided at 
the final session Saturday morning. 
One of the best talks of the conven- 
tion was delivered at that time by 
Mrs. Dorothy B. Walsh, assistant 
general manager in charge of sales 
promotion for the Mabley & Carew 
Company, Cincinnati department 
store, on “How Advertising Can Sell 
Goods in the Present Market.” 

She pointed out the advantage 
which department store advertisers 
have over national advertisers in 
being able to make a day-to-day 
check-up on the results of their copy, 
and hence to adapt it to the needs 
of the market and the community. 


Retail Copy Formula 


She presented the requirements for 
successful store advertising as fol- 
lows: 


EXPANDING 


William D. McJunkin 


1. Advertising must be sustained 
toward a definite objective. 

2. It must be definite and accurate. 

3. It must be dramatic. 

4. It must be confidently coura- 
geous. 

5. It must Keep everlastingly at it. 

6. It must be co-ordinated. 


Mrs. Walsh urged research to de- 
termine the preferences of the store’s 
prospective customers, so that the ad- 
vertising can be keyed to them. In 
the same way, more time is being 
spent on the floor, watching custom- 
ers buy, which points to the real 
sales features to be advertised. 

“Retail advertising experience has 
taught us,” she said, “that it’s much 
simpler and wiser to consult the cus- 
tomer’s tastes and preferences and 
play up to these in the advertising. 
If your merchandise doesn’t corre- 
spond it’s much easier to change the 
merchandise than to change the cus- 
tomer’s preference.” 

Mrs. Walsh deplored the price ad- 
vertising which has been rampant in 
retail merchandising of late, and said 
it has sunk to new lows. 

“In many stores,’ she explained, 
“the only counter attack to shrink- 
ing prices was to make type faces 


bigger. It was easier to scream 
‘Price!’ than to write intelligent 
copy.” 


New Buying Method 


In the discussion which followed 
her talk Mrs. Walsh explained that 
while the buyer of merchandise is 
still in the saddle in some stores, the 
newer trend is for the sales promo 
tion department to lay out a sales 
plan for three months or more in 
advance, and for merchandise to be 
bought in accordance with the plan, 
rather than vice versa. 

Harry Tipper, formerly president 
of the A. N. A. and now a marketing 
consultant in New York, spoke on 
“The Other Side of Business,” assert- 
ing that the collective necessities of 
business will force consideration of 
the rising costs of competition. He 
emphasized especially the unbalance 
between production and consumption 
caused by international loans accom- 
panied by high tariffs. He said cap- 
ital has been provided for productive 
facilities without checking the dis- 
tribution of demand. From now on, 
he asserted, we shall have to look at 
business from the consumption point 
of view. 


Lynch and Adams 
Join “Pictorial Review” 


Joseph H. Lynch and Coan H. 
Adams have joined the Western ad- 
vertising staff of Pictorial Review, 
New York. 

Mr. Lynch formerly represented 
House Beautiful and Atlantic 
Monthly, while Mr. Adams came 
from the Trade Division of Butterick 
Publishing Co. 


W. T. James Is Dead 
William T. James, 82, one-time 
publisher of the Flushing (N. Y.) 
Daily Times, died May 22 at his 
home in Flushing. : 


Pick Friedman for Shoes 


Kitty Kelly Shoe Corp., New York 
chain, has appointed the Leon A. 
Friedman Advertising Agency, New 


York. 


| YOUNGGREEN IS 


VICE-PRESIDENT 
WITH ME JUNKIN 


(Continued from Page 1) 


Mr. McJunkin also expressed pleas- 
ure at having Mr. Younggreen in his 
organization. 

“We have long had great respect 
for Mr. Younggreen’s unique and out- 


standing ability,” he said. “His ac- 
quisition should prove mutually 
profitable.” 


Formed 27 years ago, the McJun- 
kin Advertising Company has regis- 
tered a substantial success. Mr. Me- 
Junkin came to the agency field from 
the retail sphere, serving as adver- 
tising manager of the Fair and 
Mandel Brothers, Chicago depart- 
ment stores. 


Has First Client 


In spite of the span of years, he 
still serves his first client, the Com- 
monwealth Edison Co. About five 
years ago his agency secured the ac- 
count of Sheaffer Pen Co., now gen- 
erally accounted the leader in its 
field. 

Mr. Younggreen’s work in organ- 
ized advertising has been so well 
known that in some quarters it has 
obscured some equally brilliant mar- 
keting achievements. He originated 
and conducted, for instance, the first 
national tractor demonstration at 
Hutchinson, Kan., which hastened 
general adoption of power farming 
by proving its simplicity and ef- 
ficiency. 

He has been an ardent exponent 
of advertising emphasis at the point 
of sale. 

His work with advertising asso- 
ciations is well known. He has been 
a director of the Four A’s, the A. B. 
C., the National Better Business Bu- 
reau and the A. F. A. 

He conducted the International 
Advertising meeting in Berlin in 
1929 and carried away a handsome 
souvenir in the form of a costly 
globe of the world. 

He served in the air corps during 
the war, being discharged as a Major. 


Heinz Official Dies 
on His Birthday 


J. S. Foster, who had charge of 
every H. J. Heinz Co. exhibit at 
World’s Fairs since the Chicago ex- 
position and for 30 years managed 
the Heinz Pier at Atlantic City, died 
in Pittsburgh May 23. 

It was his 75th birthday. 


Produce New Lock 


International Business Machines 
Corp., New York, has perfected a new 
recording lock for the doors of stores 
and other establishments. It serves 
as a time clock for employes, pro- 
vides burglary protection, records 
hourly inspections by watchmen and 
cannot be picked. 


Less Newspaper 
Advertising in ’31 
National advertisers spent $205,- 
000,000 in newspapers last year, the 
Bureau of Advertising, American 
Newspaper Publishers’ Assn.,_ re- 
ports. 
This compares with $230,000,000 in 
1930. 


Vadsco Elects Officers 


Monroe W. Rothschild, formerly 
vice-president, has been elected presi- 
dent of Vadsco Sales Corp., New 
York, succeeding Thomas J. McHugh. 
P. E. Fulcher, formerly secretary and 
treasurer, was chosen treasurer and 
R. E. Lee was named secretary. 


Stark Rejoins Fada 


K. H. Stark has resigned from the 
General Talking Pictures Corp. to 
rejoin the Fada Radio & Electric 
Corp., Long Island City, N. Y., as 
advertising manager. 


Appointed for Radio 
Batten, Barton, Durstine & Osborn 
Corp., Chicago, will conduct a radio 
campaign in the fall for Ralston 
Purina Co., St. Louis. 
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May 28, 1932 


ADVERTISING AGE 


MINIMUM PRICE 
BILL PROPOSED 
IN DRUG FIELD 


Drug Manufacturers Discuss 
Walgreen Idea 


New York, May 24.—Discussion of 
a bill proposed by Charles R. Wal- 
green, president of the Walgreen Co., 
Chicago drug chain, to enable manu- 
facturers to maintain a minimum re- 
tail price on their products featured 
a crowded session of the Drug and 
Toilet Goods Group of the Advertis- 
ing Club Thursday. Comment, for 
the most part favorable, was made by 
leading drug manufacturers, whole- 
salers, and retailers, and a commit- 
tee was appointed to prepare the bill 
for ultimate submission to Congress. 

Designed to prevent indiscriminate 
price-cutting, Mr. Walgreen’s bill will 
allow manufacturers to set a mini- 
mum below which their products 
may not be retailed. If a product is 
listed at $1, the manufacturer might 
decide on 73 cents as the minimum 
retail price at which it could be sold. 

In that case, any retailer cutting 
under the 73-cent minimum would be 
liable to the manufacturer for triple 
damages, the manufacturer could 
suspend shipments without legal re- 
dress by the retailer, and, in aggra- 
vated cases, the latter would be sub- 
ject to fine and imprisonment. 

Such a bill would be advantageous 
to all concerned, Mr. Walgreen 
stated. The manufacturer would be 
assured of a profit, large retailing 
organizations would benefit by its 
stabilizing influence, independent re- 
tailers would be protected from indis- 
criminate price-cutting, and the pub- 
lic would not necessarily have to pay 
more for merchandise, he main- 
tained. 

Walgreen Gives Views 


Speaking as a chain store operator, 
Mr. Walgreen said, “We will gladly 
take our chances of continuing suc- 
cessfully in business by discontinu- 
ing ‘loss leaders,’ which are unsound, 
and make it up by increased business 
on advertised products. We would be 
better off and more prosperous if de- 
structive competition were elimi- 
nated.” 


Scoring “senseless, insane” price- 
cutting as unfair to manufacturer, 
dealer and public alike, George M. 
Gales, president of Louis K. Liggett 
Co., New York, and managing direc- 
tor of Boots, Ltd., England, said he 
“viewed with sympathy any plan to 
tranquilize and stabilize business.” 

He said that while he opposed the 
Capper-Kelly bill, which Mr. Wal- 
green’s bill would supplant, he felt 
Mr. Walgreen’s plan would have a 
favorable influence in the trade. He 
described the success of Boots, Ltd., 
English drug chain, in maintaining 
volume and profit, despite the fact 
that the law in England permits no 
price-cutting. The chain has com- 
peted successfully with its rivals on 
the basis of location, service, relia- 
bility, displays, and choice of mer- 
chandise, he said. 

Jerry McQuade, editor of Drug 
Trade News, acting as chairman, 
called for comments from a group of 
leaders in the drug field said to 
spend approximately $100,000,000 a 
year in advertising. 

Ellery W. Mann, president of Zon- 
ite Products Corp., New “York, 
doubted that Mr. Walgreen’s plan 
provided sufficient protection to 
small retailers. Referring to Mr. 
Walgreen’s example, he said a small 
independent would not be able to 
make a profit on a $1 item if he sold 
it for 73 cents. 

Retailers are tired of volume and 
more interested in profits, said H. L. 
Brooks, general sales manager of 
Coty, Inc., New York. He said Mr. 
Walgreen’s proposal “unquestionably 
has some merit,” but pointed out 
that there were many ramifications 
still to be decided before the bill 
could be sent to Washington. He 


Be 


CHAIN CHIEFS MOVE AGAINST PRICE-CUTTING 


Charles R. Walgreen (left), president of Walgreen Co., Chicago, and 
George M. Gales, president, Louis K. Liggett Co., New York. 


cited retailers’ combination offers as 
ohe open question. 

Speaking for the Lambert Pharma- 
cal Co., St. Louis, of which he is vice- 
president and treasurer, Robert L. 
Lund said, “Our own spirit is that a 
natural determination of price is the 
soundest method.” 

He cited the difficulty a manufac- 
turer would have in deciding on a 
minimum price, at the same time ad- 
mitting that Mr. Walgreen’s bill 
might help independent retailers. “I 
personally am inclined to favor a 
provision of this kind,” he concluded. 

Carlton H. Palmer, president of 
E. R. Squibb & Sons, New York, said: 
“We are advocates of the Capper- 
Kelly bill and will back any move to 
put our industry on a_ profitable 
basis.” 

Others Favor Bill 


Ralph H. Aronson, general man- 
ager of Bourjois, Inc., New York, 
said he favored the Walgreen plan 
“possibly with some small changes,” 
and John T. Woodside, president of 
the Western Co., Chicago, said the 
proposal should “benefit our industry 
as a whole.” 

Charles S. Beardsley, general sales 
manager of. Dr. Miles Medical Co., 
Elkhart, Ind., the last manufacturer 
to give his opinion, urged adoption of 
the expression “uniform price” in- 
stead of “price maintenance” and 
cited the costly experience of his 
company with price-cutting in Elk- 
hart. 

“If this bill is proposed,” he said, 
“IT hope we will have a uniform price 
for the distributor and the retailer.” 

Speaking for wholesalers, Barrett 
Moxley, president of Kiefer-Stewart 
Co., Indianapolis wholesale house, 
and past president of the National 
Wholesale Druggists’ Association, be- 
lieved “every wholesale druggist will 
work continuously for any practical 
plan for market stabilization.” 

Dr. N. G. Gibbs, president of Peo- 
ples, Inc., Washington, D. C., chain, 
supported his rival’s plan. “We don’t 
give a hoot whose goods we sell, so 
long as we get a profit,” he com- 
mented. 

A committee to perfect the bill was 
appointed. Mr. Gales is chairman. 
On it are Mr. Lund, Mr. Moxley; Dr. 
William Weiss, general manager of 
Drug, Ine., New York; Harry Kauf- 
man, vice-president of Whelan Drug 
Co., New York; J. H. Reimenschnei- 
der, Walgreen Co., and others. 


Drop Four of Eight 


“Christian Advocates” 


Four of the eight Christian Advo- 
cates published by the Methodist 
Episcopal Church were legislated out 
of existence May 21. Their circula- 
tions will be absorbed by the remain- 
ing papers. 

Those abandoned are at Pitts- 
burgh, Chicago, Portland, Ore., and 
Athens, Tenn. 


Parker Goes to Reo; 
Invented “Speed Wagon” 


Carl Parker has been named sales 
head of the truck division of Reo 
Motor Car Co., Lansing, Mich. 

Mr. Parker is credited with origi- 
nating the name “Speed Wagon” 
when Reo entered the commercial 


ear field in 1911. 


Magazine Is 
Syndicated to 
Chicago Hotels 


Chicago, 
Visitor Publishing Co. has begun pub- 
lication of a monthly syndicated 
magazine for 13 leading Chicago 
hotels. Total circulation is 75,000, 
all complimentary. 

All editions are alike, except for 
eight pages, including first and fourth 
covers, which are filled by each 
hotel’s editor. The complete maga- 
zine contains 24 pages with a type 
page of 7x10. 

The syndicated editorial includes 
a directory of theatres, art exhibits, 
sporting events and public recrea- 
tional facilities, fashion notes, and 
articles on art, sports and civic de- 
velopment. 

The individual portion features 
personal news of the hotel’s guests. 
a calendar of events and interviews 
with prominent guests and execu- 
tives. The fourth cover is, in most 
cases, used for hotel promotion. 

Six of the hotels cater to transient 
business and distribute their entire 
allotment to guests of the month. 
Most of the copies issued for the resi- 
dential hotels are mailed to transient 
patrons and prospects. 

Advertising in the first issue was 
about evenly divided between local 
and national. 

Among those participating in the 
plan are the Palmer House, Bismarck 
Hotel, Morrison, Belmont, Sovereign, 
Lake Shore Drive, and four other 
loop hotels who will be identified 
later. 


—=- 


James E. Fitzpatrick 
Is Albany President 


James E. Fitzpatrick, general man- 
ager of Fitch Advertising Co., was 
elected president of the Advertising 
Club of Albany at the annual meet- 
ing at the DeWitt Clinton Hotel. He 
succeeds Paul N. Welch, W. M. Whit- 
ney Co. 

Ray Martin, Albany Publicity Serv- 
ice, is vice-president; Joseph L. Furs- 
man, Hamilton Printing Co., secre- 
tary, and Howard E. Marston, How- 
ard E. Marston, Inc., treasurer. 


Association Votes 
to Install Library 


The Association of Advertising 
Men, New York, has voted to install 
a library and reading room in its 
quarters in Grand Central Palace. 
The organization is devoted to “the 
younger men in advertising.” 

The assistance of publishers is 
being asked. 


Moves Advertising Office 


Remington Arms Co., Inc., has 
moved its advertising office to Bridge- 
port, Conn. F. J. Kahrs will have 
charge following the resignation of 
Bayard Jones, advertising manager. 


Auto Radio Has Agency 


Franklin Auto Radio Co., Dayton, 
O., has placed its account with 
Hurja-Johnson-Huwen, Inc., Chicago, 
which will use newspapers in key 
cities. 


May 27.—The Chicago’ 


Eight Board Members 
Elected at St. Louis 


Eight new members of the board 
of governors of the St. Louis Adver- 
tising Club were elected May 17. 

They are Horace Barks, Jr., Horace 
Barks Printing Co.; Sidney E. Car- 
ter, Rice-Stix Dry Goods Co.; Paul 
Allen Ebbs, Swope Shoe Co.; Oscar 
E, Life, Union Electric Light & 
Power Co.; Edward Mead, Woodward 
& Tiernan Printing Co.; Lawrence 
Mullen, Mullen Undertaking Co.; 
A. B. Murphy, Westinghouse Electric 
& Mfg. Co., and Hale Nelson, South- 
western Bell Telephone Co. 

Holdover members are J. Carr 
Gamble, St. Louis Globe-Democrat ; 
Arthur Hoskins, Al Fresco Advertis- 
ing Co.; Kenneth McMath, Nelson 
Chesman Co.; Wm. Sherrill, First 
National Co.; Norman Terry, La- 
Clede Gas Co.; Fred Winsor, Outdoor 
Advertising, Inc.; Vincent McGrath, 
Missouri Pacific Lines, and A. J. 
Rose, Skinner & Kennedy Printing 
& Stationery Co. 


Allen, Whitehorne, 
A. M. A. Vice-Presidents 


C. E. Allen, commercial vice-presi- 
dent, Westinghouse Electric & Mfg. 
Co., Pittsburgh, has been elected vice- 
president of American Management 
Assn., in charge of the consumer 
marketing division. 

Earl Whitehorne, assistant vice- 
president, McGraw-Hill Publishing 
Co., New York, has been elected vice- 
president in charge of the public 
relations division. 


“Scholastic” Appoints 
Ewing Hutchinson 


G. H. McCracken, advertising di- 
rector of Scholastic and Scholastic 
Coach, New York, has appointed 
Ewing Hutchinson Co., 35 E. Wacker 
Drive, Chicago, as Western represen- 
tatives. 

Their territory will be from Ohio- 
Pennsylvania to Omaha. 


Five Join Selective 
Urban Publications 


Five papers have joined Selective 
Urban Publications, A. E. Degado, 
Eastern manager, announced. 

They are Kansas City Indepen 
dent; Beacon Hill, Boston; Review, 
Washington, D. C., the Philadelphian 
and Spectator, Portland, Ore. 


Advertisers in 
Clothing Field 
To Co-operate 


New York, May 26.—A series of 
conferences have been taking place 
between merchandising and produc- 
tion executives of Hart Schaffner & 
Marx, Chicago, and Fashion Park 
Associates, Rochester, N. Y., to work 
out solutions to common problems. 

It is understood that the primary 
purpose is to harmonize retail opera- 
tions in the larger cities, in which 
field both companies have extensive 
interests. 

While some experts believe the 
conferences will eventually lead to a 
merger, in connection with which 
Stein-Bloch Co., Rochester, is also 
mentioned, officials of the companies 
insisted this week the merger rumors 
have no foundation. 

The path to co-operation between 
competitors was blazed recently by 
Montgomery Ward & Co. and Sears, 
Roebuck & Co., the Chicago mail 
order and chain store houses, who 
were reported to have reached an 
agreement leading to the abolition of 
competitively located retail units. 


Eight-Reel Talkie 
Introduces Mobiloil 


Standard Oil Co. of New York, is 
using an eight-reel talking picture, 
“Partners,” to introduce the new Mo- 
biloil to dealers in its territory. 

This is the first product of the 
Socony-Vacuum merger. The picture 
demonstrates efficient station man- 
agement and explains the value of 
the company’s advertising. 


Plan Outdoor Meets 


Outdoor Advertising Association of 
Delaware will meet in the offices of 
Hessler, Inc., Wilmington, June 2. 
The Ohio association will meet at the 
Neil House, Columbus, June 7-8. 


Agency for Steamship 


Cape Cod Steamship Co., Boston, 
operating steamers between Boston 
and Provincetown, has appointed 
Dorrance, Kenyon & Co., Boston, to 
direct its summer advertising. 


“Drop that 


Attitude” — 


vertising plans. 


*DEALER-BE-DAMNED’ 


says John H. Knapp, Vice-President and Director of 
Sales, Norge Corporation, in his article, ‘‘Four Vital 
Lessons in Profit Strategy”? in CLASS & INDUS- 
TRIAL MARKETING for May 1932. 


Condition your product and your merchandising 
program through market study. No matter what you 
are selling, look upon your distributors and dealers 
as partners. This story, presented from an unusually 
interesting angle, tells how it’s done and what re- 
sults have been obtained to date. Read it! 


a 


Brief, meaty articles which show you the strategy 
used in extracting profitable business from 1932 
markets make CLASS & INDUSTRIAL MARKET- 
ING a particularly valuable aid to sales and adver- 
tising executives right now. 


We'll gladly send you a sample copy—or better 
still, send in your subscription. $2 will bring you the 
next twelve issues and also your copy of The Market 
Data Book for 1932, containing accurate fact-pic- 
tures of specialized and industrial markets—data 
which you'll find invaluable in laying sales and ad- 


Class & Industrial Marketing 
Published Monthly at 
537 South Dearborn St. 


Chicago, Ill. 
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A.N.A. Endorses General Sales Tax 


The action of the Association of 
National Advertisers, which met in 
Cincinnati last week, in endorsing 
a general sales tax as a means of 
enabling the Federal government to 
raise the revenue needed to balance 
the budget, is highly significant. 

While there has been a great deal 
of opposition to this particular form 
of taxation, it is winning support on 
the ground that it is the most equit- 
able, in that it does not impose un- 
equal handicaps on various indus- 
tries. If all products are taxed 
alike, most business men seem to 
feel that no one industry will suffer 
unduly. 

Opposition in Congress to a gen. 
eral sales tax resulted in the plan 
being dropped temporarily, but it 
is now reported that sentiment in 
its favor is growing; and due to the 
uncertain results of increased income 
taxes and other imposts which have 
been suggested in its stead, it is en- 
tirely possible that before the reve- 
nue bill is finally enacted into law, 
something very close to a general 
sales tax will be included. 

The action of the A. N. A. in 
adopting its resolution on this sub- 
ject is particularly timely and help- 
ful, because the association repre- 
sents manufacturers in many differ- 
ent lines. That they were all in 
accord on this subject should cer- 
tainly be significant to those en- 
gaged in framing revenue legisla- 


tion to balance the budget. 

From the standpoint of advertis- 
ing interests, it may be assumed that 
the association was convinced that 
a general sales tax would not result 
in too great discouragement of con- 
sumption. The gasoline tax is re- 
garded as a good example of a sales 
tax which has not proved a brake 
on business, but millions of dollars 
have been collected without serious 
objection from the public, and with- 
out apparently reducing the rate of 
purchase or use. The application of 
the sales tax to other products may 
prove to be similarly innocuous. 

Nobedy likes taxes. Balancing the 
national budget is a hard task, the 
completion of which means added 
burdens for all. Advertisers and 
other manufacturers would be de- 
lighted to get along without new 
kinds of taxes, but since increased 
revenues must be raised, even with 
strictest economy of Federal ex: 
penditures, it is important that a 
method be adopted which will not 
prove destructive to business nor 
work too great a hardship on the 
consumer. 

After considering all of the pro- 
posals which have been brought be- 
fore congress up to this time, the 
Association of National Advertisers 
has gone on record in favor of a 
general sales tax. Congress should 
give serious consideration to its 
recommendations. 


Where Are Those New Merchan- 
dising Plans? 


Those who are pessimistic regard- 
ing the state of the advertising busi- 
ness are invited to note the large 
number of advertising successes 
which are being won this year, 1932, 
and as a result are keeping factories 
busy, workers employed, the wheels 
of transportation turning and stock- 
holders happy. 


The successes which have been 
most notable are found to have back 
of them some sound merchandising 
idea, which has helped the adver- 
tiser to dramatize his sales story, 
win the attention of the public, and 
hence get new and preferred consid- 
eration for his product. 

New ideas are hard to find; new 
ideas which are sound and are actu- 
ally ‘workable are unusually scarce. 
But it is just such ideas as these 
that advertising men are supposed to 
be able to develop to the best advan- 
tage. Experience and _ intuition 
should spark in the production of 


plans which are attractive to the 
consumer and the trade, which lend 
themselves to interesting advertis- 
ing. and which are practical in oper- 
ation. The formula does not sound 
impossible nor even difficult; but 
where are these new plans? 

The advertising executive who is 
bemoaning the fact that his company 
or client has lost its enthusiasm for 
advertising might well check the ma- 
terial which he has offered and ask 
himself frankly whether it is the 
sort of stuff that promises to click in 
a difficult business period. If it 
doesn’t have the ear-marks of real 
success, the company can hardly be 
blamed for not being willing to spend 
the money. 

A lot of inactive advertising ac- 
counts would show plenty of new life 
if advertising men, the idea boys of 
business, would really get busy and 
develop some new merchandising 
programs embodying the simple, 
clean-cut appeal which spells success. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


371. Factors of Reader Interest in 
261 Advertisements. 


Liberty has issued this supplement 
to the original Gallup survey. The 
new repurt is not presented as a 
complete answer to the problem otf 
attention value. nor even as a guar- 
anteed trend, but rather a simple 
mathematical tabulation of the num- 
ber of persons who actually remem- 
bered seeing each of the advertise- 
ments in the 24 magazines studied. 
Some of these tabulations show lit- 
tle that is useful. Others offer con- 
clusions apparently striking and 
worthy of study. Since the print or- 
der for the supplement was only 
1,000 copies, the supply threatens to 
become exhausted very shortly. 


372. Go After the Net England 
Market First. 


The New England Council and the 
New England Daily Newspaper As- 
sociation have combined to bring out 
this up-to-date comparison of New 
England with the remainder of the 
country. The booklet summarizes 
this comparison briefly as follows: 
New England has 2 per cent of the 
area of the United States; 6.65 per 
cent of the population; 7.56 per cent 
of total retail sales; 7.97 per cent of 
the wealth; 8.4 per cent of the in- 
come; 13.6 per cent of the bank de- 
posits; and 17.5 per cent of the sav- 
ings. 


373. Importance of the Small Town 


to a Transcontinental Railroad. 


This is probably the briefest pro- 
motion piece on record, containing a 
total of five pages. It is chiefly the 
story of the Atchison, Topeka and 
Santa Fe Railway Company, as re- 
lated by its president, William B. 
Storey, who said, “Without the small 
towns there would be no Santa Fe.” 
The small towns account not only 
for $15,415,125,000, or 31 per cent of 
the total retail business of the coun- 
try, but for a considerable share of 
the retail volume done in cities, the 
booklet asserts. The publisher is 
the Household Magazine. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo 
cal dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


347. Presenting a New Rate Card 
and Explaining Needlecraft’s 
two Year Plan. 


This is Needlecraft’s own story of 
its 10 per cent rate reduction and a 
brand new type of space discount. 
It starts out with a recital of how 
the magazine revised its circulation 
methods with such startling success 
that it decided to extend the new 
plan to the advertising department. 
In other words, advertisers who help 
Needlecraft simplify its selling job 
are rewarded with an extra discount. 


379. Cosmetic Preferences of College 
Girls and Women in Small Towns. 


The Household Magazine has an- 
alyzed results of its beauty contest 
for women of small towns. Out of 
3,871 mentions, creams, cleansers, 
astringents, and’ skin foods led the 
parade with 1,031. Next came soap, 
466; face powder, 398; rouge, 270; 
lotions, 250, and so on down the list. 
Pond’s Extract Company received the 


LADY'S OPINION OF MODERNISTIC ART 


se Guier) 


"Sir, you would not dare insult me if my brother Jack were here.” 
(Copyright 1932 by Curtis Publishing Co.) 


Voice of the Advertiser 


Sad Case of Small 
Advertising Agency 

To the Editor: I grinned just a 
little over that editorial expression 
that “Incidentally, the agency that 
develops a small account into a big 
one has a friend as well as a client.” 

Right in a sense, but history shows 
that all too often the agent that does 
the missionary work in developing 
the small account loses it when the 
“velvet days” arrive, particularly if 
the agent happens to be one of mod- 
est size. And the powerful publish- 
ing interests don’t always give the 
little agent credit for this valuable 
missionary work. 

When the time comes, as it did in 
my case after ten years of the most 
conscientious work, when he is un- 
able—with justice to his few clients 
—to deliver business consistently to 
some of the strong groups they will 
mercilessly sever his recognition 
head and tell him he may be able to 
do business with them again when he 
can come through “with at least one 
regular account for our publications.” 

Just at this time, when the sled- 
ding for all agencies is extraordinar- 
ily hard, even some of the big fel- 
lows are willing to take small ac- 
counts. But, by and large, the de- 
velopment of small accounts is a 
thankless task. It will be until the 
publishers get away from their nar- 
row, archaic thinking and acquire 
more vision about the interests of 
both advertiser and agency of modest 
size. 

As yet, the real game is to hook 
up with an agency of impressive set- 
up and angle for accounts of good 
size, where the commissions are 
juicy. 

You did not enter into the discus- 
sion of the place of the small adver- 
tising agency. It seems that many 
are attempting to establish small 
agencies these days. My advice, if it 


largest individual mention, 209, the 
ratings of a score of others being 
given. The booklet also indicates 
cosmetic brand preferences of col- 
lege girls, as ascertained by Erwin, 
Wasey & Co. for College Humor, a 
strong similarity in thinking habits 
of the two classes being indicated. 


352. Markets by Incomes. 


The title gives the key to this sur- 
vey of Appleton, Wis., typical Amer- 
ican community, by Time. This is 
said to be the most pretentious study 
of buying habits by income classes 
ever made. It throws light on many 
spots which have been clouded here- 
tofore and will do much in the in- 
terest of more intelligent advertising 
efforts. 


388. Traffic Flow Map of Milwaukee. 


Study of the flow of traffic is being 
undertaken in a large way by the 
outdoor advertising industry, Mil- 
waukee being one of the latest cities 
covered. The “circulation” in the 
Milwaukee district, according to the 
map issued by Cream City Outdoor 
Advertising Co., is 1,756,000 persons 
daily. 


is worth anything to your readers, 
may be compressed into a _ single 
word—DON’T. 
S. RoLanp HALL, 
Easton, Pa. 
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Celotex Once Used 


Cartoons by Johnson 
To the Editor: Herbert Johnson’s 
initial advertising cartoon, as illus- 
trated in your issue of May 14, and 
commented upon in a past issue of 
your worthy and intensely readable 
publication, is, as I recall, outdated 
by a series of his cartoons used by 
the Celotex Company, Chicago, ap- 
pearing in that manufacturer’s na- 
tional advertising several years ago. 
I believe this will be confirmed by 
Mr. Irwin S. Rosenfels, advertising 
director of Celotex. 


C. C. McKINNey, 
Wm. H. Pool Co., Chicago. 
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Calls Advertising 


Factor in Collapse 

To the Editor: In a recent issue 
of the London Spectator appeared a 
challenging statement on advertising. 
Wouldn’t it make a grand founda- 
tion for some expert to answer? 

Here it is: 

“A business that can only be kept 
alive with lavish advertising caters 
for no real want; a good will that 
fades away when advertising is cur- 
tailed is not genuine good will; a 
prosperity built up on advertising is 
a fictitious prosperity, raised up at 
the expense of basic industry; a top 
heavy prosperity. 

“We believe that modern advertis- 
ing is a factor in the present world 
wide collapse. Why should the United 
States be in its present deplorable 
condition? 

“They with a large continent, are 
really not dependent on the outside 
world, but with ‘modern methods’ 
they have worked up a fictitious 
prosperity which has collapsed like 
a house of cards.” 

HAMILTON GIBSON, 
Western Megr., McCall's. 
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Will Results Pay for 
Cost of This Space? 


To the Editor: We have for many 
years been importing an anti-rheu- 
matic. The preparation has a back- 
ground of many years’ medical use 
and the advertising has been almost 
exclusively to the medical profession. 
It is a safe remedy as it exerts no 
harmful effects upon the heart, stom- 
ach, liver, lungs or any other vital 
organ. It is in the form of a granu- 
lar effervescent. 

For certain reasons, we are con- 
sidering an appeal to the laity and 
have in mind using one of the higher 
type magazines. 

The question in our minds is, does 
it seem possible that by using 14 of 
a page, three issues in succession, 
with a coupon offer of one bottle for 
$1.00 (the usual sales price is $2.00) 
to receive at least 5,000 trial orders? 
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a resort circulation plus 23% to 


112% greater reader interest makes Liberty 


a key Unguentine 
medium” ..... 


Writes WILLARD TOMLINSON, 


ccc ;crssck Pearsnacet Compas PI 


..... continues Mr. Tomlinson: “The Norwich summer 


advertising campaign is addressed to those-who-bathe- 


and-sunburn. 


“It is obvious that the more time folks spend on 
going to the beaches and pools, the less time they have 


for reading or listening to advertisements for Unguen- 


tine or any other product. 


“We have therefore selected Liberty as a key mag- 
azine because it, apparently more than any other 
weekly, follows people to the beaches; shown not only 
by your high summer sales at resorts, but by your single 


copy circulation evidencing smaller summer fluctua- 


tion than that of any other weekly. 


‘And when these straight circulation facts are 
plotted against Gallup’s findings (made in the summer- 
time, at that) as to what actually happens to that cir- 


culation, Liberty’s place on our list becomes a funda- 


mental one. For getting an ad onto 
somebody’s porch is one thing; get- 
ting that ad before that somebody’s 
eyes is another. With the heaviest 
summer placement and with a 
good chance for double the normal 
attention value, we anticipate a suc- 
cessful season for Unguentine ad- 


vertising.”” 


Liberty 


Treat 


mth 


\ 


s 


SUNBURN 
asa BUR n/ 


. e 
Get Quick Relief from 
Sunburn is not to be trifled with. It’s a BURN— 
like any other burn. Cosmetic lotions and creams 


are not enough—treat sunburn with the burn 
remedy used by 8 out of 10 hospitals . . Unguentine! 


It stops pain—soothes and heals— prevents infection. Treat 
all sunburn with Unguentine—take no chances of needless 
agony. Heal quickly—tan beautifully! The price is only 50c. 


Unguentine 


goes as deep as the burn! 


a 


HAA | 


HT 
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One of the 

effective Unguentine 
two-color roto- 
gravure insertions 
in Liberty. 


HE GALLUP SURVEYS were made last sum- 

mer in 6 cities. Checking what had been read in 6 
issues of the big mass weeklies, Dr. Gallup and his 
staff found Liberty’s editorial contents to be better 
read than in the case of the other magazines checked. 
The average advertising page in Liberty was found 
to have stopped: 


48% more persons than in Weekly A 
23% more persons than in Weekly B 
112% more persons than in Weekly C 


That means 23% to 112% more actual circulation 
for the average advertising page in Liberty. For the 
thing that makes advertisements successful is not 
copies printed but copies read thoroughly enough 
to get the advertisements seen. 

With such a tangible advantage revealed for the 
first time, it is little wonder that Liberty’s first 1932 
quarter showed 46% more 
advertising volume than 
the last quarter of 1931— 
while the two other biggest 
weeklies showed a gain of 


1% and a loss of 3.7%, respectively, for the same 
period! 

Every week more advertisers are becoming im- 
patient with methods recommended only by tra- 
dition—are asking why in times like these, new 
information about people’s reading habits should 
not speedily be taken advantage of. 

Such as these have helped put Liberty on a profit 
basis for the first time in its history. 

Such as these are writing us on executive office 
letterheads, inviting us to come direct to the top with 
the Gallup Report on how advertising is being read. 

Such as these are arriving at the conclusion that 
advertising which is not seen is not advertising at 
all and that the most obvious way of having Amer- 
ica’s best read advertisements is to publish them in 
‘America’s Best Read Weekly”. 

It takes aggressiveness to write to a publisher and 
ask him for information. But apparently these times 
have stiffened many backbones. A copy of the 
Gallup Report will be mailed to you merely by 
addressing Liberty’s Research Department, 420 
Lexington Avenue, New York City. 


... America’s zest rean Weekly 
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COMMITTEE OF 
20 WILL DECIDE 
CONTROVERSIES 


(Continued from Page 1) 


of May 21, Ralph Starr Butler, vice- 
president of General Foods Corpora- 
tion, was chairman of the joint com- 
mittee which formulated the code. 
The A. N. A. was further repre- 
sented by President Bristol; Paul B. 
West, managing director; P. L. 
Thomson, Western Electric Co., and 
J. E. D. Benedict, Metropolitan Life 
Insurance Co. 

The Four A’s was represented by 
John Benson, president; F. R. Gam- 
ble, executive secretary; J. K. Fra- 
ser, the Blackman Company; Arthur 
H. Kudner, Erwin, Wasey & Co.; C. 
D. Newell, Newell-Emmett Co.; Ray- 
mond Rubicam, Young & Rubicam. 


Reasoning of Committee 


“In the main, advertised products 
are honestly promoted,” said the 
announcement describing the reason- 
ing leading to the formation of the 
present plan. “Were they not, adver- 
tising never could have attained the 
volume it now has nor have exerted 
the influence so familiar to us all. 

“It is a minority of advertising, 
much in the public eye, which 
offends, and because of its bold and 
incisive appeal, may well give a dis- 
torted impression that advertising, 
in general, is untrue, or to be dis- 
counted by the reader. 

“In order to arrive at sound opin- 
ions it is first necessary to deter- 
mine what the function of adver- 
tising really is. 

“Most advertising is purely com- 
mercial and aims to create or extend 
sales and good-will for the adver- 
tiser, his service or product. 

“To be effective, it must fre- 
quently make a persuasive appeal, 
influence a mass mind whose buying 
motive is emotional as well as fac- 
tual. 

“Advertising may, therefore, have 
some imaginative and dramatic lee- 
way; it need not be limited to a bald 
recital of facts. 

“But advertising has an obligation 
to itself and to the public. It should 
not violate good faith or business 
morals. 

“It should protect itself against 
loss of confidence on the part of 
readers—maintain credibility to se- 
cure response. It should render re- 
liable service to the consumer. 

“Advertising reflects the level of 
commercial standards, but differs 
from personal negotiation, barter or 
trade, in being a public offer or 
pledge, made in a public medium and 
therefore involves responsibility to 
the public. 

“In order that advertisers, publish- 
ers, and agencies may have a code 
of standards for their guidance, a 
statement of practices that are un- 
fair to the public and tend to dis- 
credit advertising, has been formu- 
lated and approved by both associa- 
tions.” 


Want Advertising 
on Postal Trucks 


Representative William F. Brun- 
ner, Rockaway Park, N. Y., has 
recommended to Postmaster General 
Brown a plan to sell space on the 
sides of mail trucks to alleviate the 
postal deficit. 

Under his proposal the Postmaster 
General would have the right to ap- 
prove or disapprove any advertising. 
Mr. Brunner said that one man, 
whom he did not name, has offered 
the Government $2,166,000 for the 
contract rights. 


Trust Names United 


United Advertising Agency, New 
York, is using newspapers for Stand- 
ard Trust Foundation, a new fixed 
trust investment plan sponsored by 
Dwelly, Pearce & Co., New York. 


Tritle in Big Post 
J. S. Tritle has been elected vice- 
president in charge of operations of 
Westinghouse Electric Supply Co., 
wholesale distributor of Westing- 
house products to dealers and others. 


Manufacturer 


Of Oil Burners 
Doubles Profit 


New York, May 27.—Petroleum 
Heat & Power Company reports net 
earnings of $316,820 for the first 
quarter of 1932, compared with only 
$129,239 for the corresponding period 
of 1931. The company markets fuel 
oil products sectionally and domestic 
and industrial oil burners nationally. 

Morgan H. Hammers, vice-presi- 
dent, attributed this sensational re- 
sult to improved products at lower 
prices, consistent newspaper adver- 
tising backed by hard-hitting sales- 
men, and new credit methods. 

“Our new public service plan,” Mr. 
Hammers explained, “has made it 
possible for home-owners to complete 
payments over a period as long as 
five years and has enabled some of 
the largest corporations and build- 
ings in the country to acquire our 
heating apparatus and pay for it out 
of savings.” 

Mr. Hammers said this plan is 
largely responsible for an increase of 
107 per cent in fuel oil customers. 

Advertising is handled by Lord & 
Thomas and Logan. 


Rhode Island Club 
Elects Ryder H. Gay 


Ryder H. Gay, Arnold-Roberts Co., 
was elected Chief Crier of the Town 
Criers of Rhode Island at the annual 
meeting in Providence. Deputy Chief 
Criers are: 

Advertising, Franklin Weston, 
Danielson & Son; luncheons, Russell 
D. Stapleton, Advertisers Engraving 
Co.; civic promotion, James A. Do- 
herty, Providence Journal and Even- 
ing Bulletin; recreation, Myles Stan- 
dish, Standish-Barnes Co.; scrivener, 
Ernest J. Meyer, of William F. Baker. 

Funds holder, Charles E. Donilon, 
Callender, McAuslan & Troup Co.; 
treasurer, George Wise, Jr., Cranston 
(R. I.) News. 


Simmons Company 
Advances J. W. Hubbell 


J. W. Hubbell, formerly sales pro- 
motion manager, Simmons Co., Chi- 
cago, has been named advertising 
manager, succeeding R. W. Blair, re- 
signed. 

Mr. Hubbell will be stationed in 
New York. His assistant, J. V. 
Quarles, Jr., remains in Chicago. 


Los Angeles Club 
Wins Bowling Title 


The bowling team of the Los 
Angeles Advertising Club won the 
championship of the Service Club 
Bowling League for the second con- 
secutive year. 

The victorious team comprises 
J. E. Hanft, C. J. Elsasser, O. J. 
Swegles, R. C. Killian and W. F. 
Magill. 


SUCCEEDS SELF 


Carroll J. Swan celebrated his re- 
election by giving a talk over Sta- 
tion WNAC explaining how ad- 
vertising helps the consumer. 


Boston, Mass., May 25.—Carroll J. 
Swan, newspaper representative, was 
re-elected president of the Advertis- 
ing Club of Boston at “the annual 
banquet at the Hotel Statler May 
17. Club members staged a burlesque 
of advertising for the occasion. 

Other officers: first vice-president, 
Hal R. MacNamee, Richardson, Al- 
ley & Richards; second vice-presi- 
dent, A. B. Hall, A. B. Hall Agency; 
secretary, Herbert Stephens, Amer- 
ican Lithographic Co.; treasurer, 
Frank A. Black, Wm. Filene’s Sons. 

New directors are Edward C. 
Donnelly, John Donnelly & Sons; 
John L. Brummett, Hewes & Potter 
Co.; John C. Nicodemus, Continental 
Clothing Co.; Ernest Johnson, S. D. 
Warren Co., and Walter Myers, Na- 
tional Broadcasting Co. 


Providence Women 


Elect Alice McCoart 


Alice M. McCoart, Washburn Wire 
Co., is the new president of the 
Women’s Advertising Club of Provi- 
dence. Other officers: 

Vice-president, Lurena G. Adams, 
Providence Paper Co.; corresponding 
secretary, Maybelle Tolman, of May- 
belle Tolman; treasurer, Mary E. 
Kiernan; recording secretary, Sadie 
Hunt, Providence Journal. 


Card Turns Editor 


William T. Card has resigned as 
advertising manager of the George E. 
Keith Co., Brockton, Mass., to become 
editor of Shoe Style Digest, Boston. 


Palmer to Move 


Palmer Advertising Service, New 
York, will move to 52 E. 19th St. 


early in June. 


NEW PRODUCT IS STEPPING FAST 


eee 


The package is one of the important factors in the popularity of General Foods’ 
Eighty-five designs were submitted 


newest product. 


before a choice was made. 


B A. Gere produced the winner with the assistance of Young & Rubicam. 
The ester if, red, white and blue, is reducing sales resistance in the foreign 
language field. 


GENERAL SALES 
TAX EQUITABLE, 
A.N.A. BELIEVES 


Asks Publishers to Fight 
Substitution 


Cincinnati, O. May 23.—The Asso- 
ciation of National Advertisers 
adopted vigorous action in favor of 
a general sales tax at its closing 
session at the Netherland Plaza Ho- 
tel Saturday. While the action of 
the association had not been fore- 
cast, the resolution met with unani- 
mous approval and was passed with- 
out a dissenting vote. 

In addition, the A. N. A. went on 
record as opposing Federal censor- 
ship of advertising and commending 
publications which have been com- 
bating substitution. 


The resolutions, which were pre- 
pared by a committee headed by 
Lucien P. Locke, advertising man- 
ager of Ethyl Gasoline Corporation, 
New York, dealt with the sales tax 
as follows: 

“Whereas, the Association of Na- 
tional Advertisers firmly believes 
that a reduction in the expense of 
government and a balanced budget 
are absolutely necessary to restore 
the confidence of business, and 

“Whereas, the association believes 
this restoration of business confi- 
dence is fundamentally essential to 
rectify unemployment and distress 
among the people of the United 
States, and : 

“Whereas, the association deplores 
the inequalities in certain proposed 
taxation measures, in that they are 
unfair and discriminatory, therefore 
be it 

Asks Expense Reduction 


“Resolved, That the Association of 
National Advertisers respectfully but 
unequivocaily urges the 72nd Con- 
gress of the United States to bend 
every effort to reduce governmental 
expenditure, and be it further 

“Resolved, That the association 
hereby declares itself as being in 
favor of a general sales tax, and be 
it further. 

“Resolved, That a copy of this res- 
olution be forwarded to the Hon. 
Charles R. Crisp, chairman of the 
committee on ways and means of 
the House of Representatives, and 
a copy to the Hon. Reed Smoot, 
chairman of the committee of finance 
of the U. S. Senate, and be it fur- 
ther 

“Resolved, That each member of 
the association be requested to send 
individual letters to his own repre- 
sentatives in Congress with a copy 
of these resolutions.” 

The association’s opposition to the 
censorship of advertising was pre- 
sented in detail, and called attention 
to the fact that ample legislation to 
prevent fraudulent advertising al- 
ready exists. The resolution also 
referred to the code covering copy 
practices already adopted by the 
Four A’s and the A. N. A. as follows: 

“Whereas, certain legislation has 
been prepared in the 72nd Congress 
which would extend the right of 
governmental bodies to cover the 
censorship of advertising, and 

“Whereas, the Association of Na- 
tional Advertisers as an organiza- 
tion whose purpose is for ‘greater 
effectiveness and economy in adver- 
tising, selling and distribution,’ ob- 
jects to censorship of advertising 
copy in newspapers, magazines and 
other advertising media by Govern- 
ment officials on the grounds that 
Federal, state and local legislation 
now exists which if enforced will 
adequately take care of any needed 
censorship, and 


Object to Censorship 


“Whereas, the Association of Na- 
tional Advertisers objects to propo- 
sals for Government censorship be- 
cause such proposals would vest al- 
most unlimited power in a few men 
and would set up a dictatorship on 
advertising which would inevitably 


lead to unintentional though costly 
acts of injustice and unfairness, and 

“Whereas, we believe such legis- 
lation would immeasurably retard 
advertising, which would mean that 
in a short period of time it would 
reduce the stability of business and 
thus be distinctly against the pub- 
lic interest, and 

“Whereas, Government censorship 
over advertising would discriminate 
against businesses which rely solely 
on advertising as their selling 
tool, while competitors of such busi- 
nesses may be using salesmen or 
other selling forces not subject to 
government censorship, and 

“Whereas, there has already been 
set up a joint review committee by 
this association and the American 
Association of Advertising Agencies 
which after much time and thought 
has evolved an advertising copy 
code, therefore be it 

“Resolved, That the Association 
of National Advertisers in conven- 
tion assembled does declare itself as 
unalterably opposed to any move- 
ment which would increase the cen- 
sorial powers of governmental bodies 
over advertising.” 

The resolution against substitu- 
tion, which commended the efforts 
of publishers to combat the practice, 
called attention to the rising wave 
of substitution now attacking nor- 
mal consumer demand for advertised 
products and urged publishers to 
continue their educational efforts 
along this line. The resolutions on 
this subject were as follows: 


Wave of Substitution 


“Whereas, the present period of 
readjustment has intensified the 
wave of substitution for nationally- 
known and demanded products in 
stores of all kinds, leading in many 
cases to further the sale of the sub- 
stituted article, and 

“Whereas, most of the articles of- 
fered in substitution are articles imi- 
tative of nationally known brands 
or are imitative of the ideas behind 
the marketing of such brands, and 

“Whereas, the substitution of such 
articles is usually aided and abetted 
by a desire of some merchants to 
trade upon the reputation enjoyed 
by nationally advertised products 
through their own profit benefits, 
and 

“Whereas, many articles offered 
in substitution are of inferior qual- 
ity or workmanship to the standards 
of nationally advertised articles, and 
such substitution therefore imposes 
on the consumer, therefore be it 

“Resolved, that the Association of 
National Advertisers commends 
heartily the efforts of those groups 
of publishers who are attempting to 
curb these destructive processes by 

“1. Publishment of articles on trade 
practices acquainting consumers with 
the fact of substitution and slander- 
ous statements. 

“2. Publishment in promotional 
literature reaching their readers of 
the same facts. 

“3. Publishment of advertisements 
of their own decrying substitution 
and slanderous statements, and be it 
further 

“Resolved, that the Association of 
National Advertisers, as a protection 
to the large investments of its mem- 
bers in the printed word, advertis- 
ing and good-will for their products, 
looks with favor on a further and 
intensive effort of publishers of both 
magazines and newspapers to throw 
light upon the substitution evil and 
expose the true condition of affairs 
to the public who are the victims.” 


“Big Enough,” Crosley 
Says of Refrigerator 
A page in The Saturday Evening 
Post of June 25 will announce the 
new Crosley electric refrigerator at 
$89.50. 
The phrase, “Not a midget,” ap- 
pears in the copy. 


Fishback with “Post” 


James Fishback has joined the 
local staff of the New York Evening 
Post. He formerly served the New 
York American. 


Duffy Joins Gannett 


J. Frank Duffy, advertising coun- 
sellor for several mid-West papers, 
has joined the Gannett Newspapers, 
with headquarters at Rochester. 
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spills Saurag 


—a game of letters 


or a way to buy? 


IT TAKES more than “inquiries” alone 
to prove the effectiveness of advertis- 
ing copy—and the value of advertising 
media. There are numberless thou- 
sands who collect booklets, folders, 
samples, etc., without the slightest idea 
of buying. 

Advertisers in various fields have 
been amazed by their direct returns 
through The Digest. A leading insur- 
ance company tells us that The Digest 
leads its list. Publishers and steamship 
lines thank us for the largest number 
of prospects at the lowest net cost. So 
do advertisers of commodities and 
communities. 

The Digest takes no credit for re- 
turns. Inquiries are costly luxuries 
unless they lead to orders. But The 
Digest does take credit for an abnor- 
mally high record of sales per dollar 
invested—for its low cost of orders 
when compared to any other magazine. 

It is no surprise to us that our read- 
ers mean business when they write to 
advertisers. They read The Digest be- 
cause of a serious, almost scientific 
interest in the world as it is—they 
seek reality not romance. They belong 
to the busy, successful central class of 


T H E 


citizens—who are ready to 
buy worth-while things and 
able to pay the full price, 
in cash. 

This year it is better busi- 
ness than ever to tap this 
keen wish to find out and 
this will to spend. Times of tension 
always increase the popularity and 
power of The Digest. With its 
20,000,000 ballot poll on prohibi- 
tion, with another on presidential 
candidates and with its multifold con- 
tacts with the public mind, The Digest 
extends its influence to the last far 
corner of the land. Truly, °32 is a 
Digest year! 


LITERARY 


As reading goes up—rates go down! 


The Digest’s advertising prices for 
1932 dropped a flat 25%. The pres- 
ent cost of less than $2 per page per 
thousand gives The Digest a premier 
standing as a mass medium, and em- 
phasizes its position as the leading 
class publication. 

The Digest goes to the largest maga- 
zine group of able and active spenders. 
They are buying now. May we give 
you typical case. histories showing 
direct results in terms of inquiri 
orders? 


es and 


Quantity—1,400,000 average guaran- 
teed, “or rebate.” . 

Quality—-self-selected by active inter- 
ests in realities. 

Economy—25% lower now, less than 
$2 per page per thousand. 

For most advertisers, here is the first 


buy in the magazine field. Get all the 
facts—and buy now! 


DIGES8s8 T 


Sounding-board of American opinion 
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ADVERTISING AGE 


tage oe OOF 


May 28, 1932 


MAKE AWARDS 
IN NEWSPAPER 
COPY CONTEST 


Brisbane, Hoving, Address 
Chicago Council 


Chicago, May 26—An overflow 
crowd of nearly 1,000 attended the 
opening of the second annual news- 
paper advertising exhibit held at the 
Medinah Athletic Club today under 
the auspices of the Chicago Adver- 
tising Council. Prize winners in the 


These Reporters to bring you Interesting 
Stories from lips of Iso-Vis Users 


STANDARA O1L COMPANY 


National sales copy excelling in 
typography. 


exhibit were announced and talks 
were made by Arthur Brisbane, fam- 
ous editor, and Walter Hoving, vice- 
president and general sales manager 
of Montgomery Ward & Co., Chicago. 
The exhibit runs to Wednesday. 

The talks were broadcast by NBC 
over a national network. 


Mr. Brisbane was introduced as 
“the editor of the United States,” by 
M. C. Meigs, vice-president of The 
American Weekly. He said that the 
newspaper is the mirror of the world, 
and expresses the opinion of all the 
people. The reader can always judge 
the sincerity of the publication he 
reads, said Mr. Brisbane, because the 
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CMICROOS COAL MERCHANTS ASSOCIATION 


COAL HEAT@ COSTS LESS 


Best local institutional copy in com- 
bination of elements. 


newspaper is constantly advertising 
its activities. 

“The formula for successful busi- 
ness is the same today as it has al- 
‘ways been,” he said. “Have what 
people want, sell at the right price, 
and let them know you have it. Good 
advertising boils down to five simple 
points—make them see it, make them 
read it, make them understand it, 
make them believe it and make them 
want it. Big space is important, but 
persuasive repetition is vital. Repe- 
tition is indeed reputation. There 
is no substitute, either, for color in 
advertising.” 

Mr. Hovey said the big problem 
of today is to spend more time in 
_studying merchandise, as well as in 
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wing over the skyline 
to the Old West—in 


GLACIER PARK! cn. cin io ne ver 


crest of America on the high- 
winding trails of Glocier Park — 
be lord of all you survey, mile- 
high glaciers, mile-deep lakes, 
jogged peoks ond sunshine! 
Adventure's waiting for you here 
— come west, young mon, with 
all your informality. Write, phone, 


or visit 


Volunteer 50146567 


Low Summer Fares on the New 


EMPIRE BUILDER » GLACIER PARK 


Best sales campaign in local division. 
This copy is running in 100 news- 
papers. 


the technique of distributing it, thus 
producing goods that people want, 
rather than merely what they have 
been buying. This, he insisted, is a 
forgotten and neglected business 
function which must be given more 
attention. 

“Vibrating machines,” he _ said, 
“when first placed on the market, 
had a great run, and then the de- 
mand died out. Everybody said the 
market was saturated. But someone 
decided that exercise shouldn’t be 
made too easy, and produced a row- 
ing machine which has swept the 
country. 

“Merchandise must be made so 
attractive that people will fall in 
love with it. That’s the kind of 
automobile that’s selling today. One 
trouble with the radio business, for 
example, is that the manufacturers 
are keeping one and a half eyes on 
each other and only half an eye on 
the public. Consequently the cabin- 
ets they are producing are not what 
the public wants and will be de- 
lighted to have in their homes. 

“Stores today are instructing their 
clerks to listen to the buying talk of 
the customer rather than pushing the 
selling talk of the house. That’s be- 
cause successful merchandising at 
present is a lot more than just sit- 
ting around a table and saying, ‘This 
is a pretty good item, let’s put it 
over.’ 

“We must develop a sympathetic, 
genuine interest in what the public 
wants and needs, and then produce 
the goods to meet those require- 
ments.” 

Over 1,100 Entries 


This year’s contest, confined to ad- 
vertising produced in Chicago, drew 
1,144 entries. The jury of awards 
was made up of Ralph E. Heilman, 
Dean, Northwestern University 
School of Commerce, chairman; 
Frederick J. Ashley, Chicago Asso- 
ciation of Commerce; Oswald Cooper, 
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this Record 


TAKES TIME | 


FP MUTUAL FIRE INSURANCE 
} Ae American Inentrenen 
FEDERATION OF MUTUAL FIRE INSURANCE COMPANIES 


250 North Michigan Avesue Chicago, Hiseots 


Navona! Representation and Service 


National institutional copy excelling 


in typography. 


ADVERTISEMENTS IN SECOND CHICAGO NEWSPAPER CONTEST 


Bertsch & Cooper; Katherine Fisher, 
Good Housekeeping Institute; O. C. 
Harn, Audit Bureau of Circulations; 
John Norton; James R. Ozanne, Con- 
tinental Marketing Corporation. 


Lloyd D. Herrold, professor of ad- 
vertising, Northwestern University, 
was general chairman of the com- 
mitte in charge. 


Local Advertising 


1. Institutional advertisement excell- 
ing in copy: Sears, Roebuck & Co.; 
honorable mention, Chicago Coal Mer- 
chants’ Assn. through Charles Daniel 
Frey Co. 


2. Institutional advertisement ex- 
celling in typography: Public Service 
Co. of Northern Illinois; typographer, 


J. M. Bundscho, Ine.; head, Franklin 
Gothic; body, Garamond O. 8.; honor- 
able mention, Marshall Field & Co.; 


typographer, Runkle-Thompson-Kovats, 
Inc.; type face, Light Stymie. 


3. Institutional advertisement excell- 
ing in illustration: Marshall Field & 
Co.; artist, Erickson, foreign artist; 
honorable mention, Chicago Coal Mer- 
chants’ Assn., through Charles Daniel 
Frey Co.; artist, K. Gunnor Petersen, 
Chicago. 


4. Most effective institutional adver- 
tisements in combination of illustration, 
headlines, text and typography: Chi- 
cago Coal Merchants’ Assn., through 
Charles Daniel Frey Co.; honorable 
mention, Sears, Roebuck & Co. 

a 


5. Best institutional campaign: Sears, 
Roebuck & Co.; honorable mention, 
Public Service Co. of Northern Illinois. 


6. Sales or merchandise advertise- 
ment excelling in copy: Dade B. Ep- 
stein Advertising Agency; honorable 


"SENTENCED" 


Illustration used by S. C. Johnson & 
Son in copy called best use of all 
elements in national class. 


mention, Hart Schaffner & Marx through 
Batten, Barton, Durstine & Osborn. 


7. Sales or merchandise advertise- 
ment excelling in typography: Henrici’s 
Restaurant, through Albert Frank & 
Co.; layout and design by R. Lloyd 
Smith; composition, Bertsch & Cooper; 
type face, Futura Medium; illustration, 
Hugh Chenoweth; honorable mention, 
Florsheim Shoe Co. 


8. Sales or merchandise advertise- 
ment excelling in illustration: Chicago 
campaign for re-employment of men 
and money, through Lord & Thomas 
and Logan; honorable mention, Mandel 
Brothers. 


9. Most effective sales or merchan- 
dise advertisement in combination of 
illustration, headlines, text and typog- 
raphy: Dade B. Epstein Advertising 
Agency; honorable mention, Chicago 
campaign for re-employment of men 
and money, through Lord & Thomas and 
Logan. 


10. Best sales or merchandise cam- 
paign: Great Northern Railway Co., 
through McJunkin Advertising Co.; 
honorable mention, Dade B. Epstein 
Advertising Agency. 


11. Best small space campaign, sales 
or merchandise: Sidney Wanzer & Co., 
through Needham, Louis « Brorby. 


National Advertising 


1. Institutional advertisement ex- 
celling in copy: Household Finance 
Corp., through Charles Daniel Frey Co. ; 
honorable mention, Cord Corp., through 
P. P. Willis Corp. 


2. Institutional advertisement excell- 
ing in typography: Federation of 
Mutual Fire Insurance Companies 
through Aubrey & Moore; typographers, 
Bertsch & Cooper; art director, Fred 
R. Thornton; type face, Caslon old 
style; honorable mention, Household 


THE SPRING EXPOSITION BEGINS TODAY! 


Fashion Right! 


In 2 woman it's the ability to select pertect clothes down to the 
last accessory . . . in a store it's the same ability. In a woman it's 
intuition... m a store ifs actually being in the know. Every 
organization which is always nght on the scene. We bring out 
fashions for the few and tashions for the many. We predict im- 
portant trends 4 season in advance .. . but do not forget them 
we cape when they become the rage. This is what we mean by fashion- 
e008 rightness .. . the most important job of the retail store today. 
YOU ARE INVITED TO OUR SPRING 
FASHION PARADE—10:45 AND 2:45 
MONDAY TO THURSDAY—SIXTH FLOOR 


MARSHALL FIELD 
& COMPANY 


Best local institutional copy excel- 
ling in illustration. 


Finance Corp., through Charles Daniel 
Frey Co. 


3. Institutional advertisement excell- 
ing in illustration: Household Finance 
Corp., through Charles Daniel Frey Co. ; 
artist, John Taucke, Chicago. 


4. Most effective institutional adver- 
tisement in combination of illustration, 
headlines, text and typography ; House- 
hold Finance Corp., through Charles 
Daniel Frey Co.; honorable mention, 
Household Finance Corp. 


5. Best institutional campaign: 
Household Finance Corp.; honorable 
mention, Cord Corp., through P. P. 
Willis Corp. 


6. Sales or merchandise advertise- 
ment excelling in copy: Rit Products 
Corp., through Aubrey & Moore; honor- 
able mention, International Harvester 
Co. of America, 


7. Sales or merchandise advertise- 
ment excelling in typography: Stand- 
ard Oil Co. of Indiana through McCann- 
Erickson, Inc.; typography by Bertsch 
& Cooper; head, hand-lettered; body, 
Bodoni bold; cut captions, Bodoni; 
honorable mention, Great Lakes Dredge 
& Dock Co., through Chicago Tribune. 


8. Sales or merchandise advertise- 
ment excelling in illustration: Pabst 
Corp., through Chicago Tribune; honor- 
able mention, Atlas Brewing Cc., through 
Critchfield & Co. 


9. Most effective sales or merchan- 
dise advertisement in combination of 
illustration, headline, text and typog- 
raphy: S. C. Johnson & Son, through 
Needham, Louis & Brorby; layout and 
design, E. Willis Jones, art director; 
typography, Bertsch & Cooper; head, 
Girder; body, Kennerly; photograph, 
Plumer, Inc.; honorable mention, Wahl 
Co., through Batten, Barton, Durstine & 
Osborn. 


10. Best sales or merchandise cam- 
paign: Atlas Brewing Co., through 
Critchfield & Co.; honorable mention, 
A. B. Wrisley & Co., through Arbogust- 
Maxwell Co. 


Financial Advertising 


1. Individual advertisement excelling 
in copy: Personal Loan & Savings 
Bank, through Aubrey & Moore; honor- 
able mention, Northern Trust Co., 
through J. Walter Thompson Co. 


2. Individual advertisement excelling 
in typography: A. G. Becker & Co., 
through Needham, Louis & Brorby; 
honorable mention, Harris Trust & Sav- 
ings Bank, through Matthew G. Pierce. 


Lert 


EQUAL THE RIGHT SECURITIES 


@ It is materal at o time like this that Right wow, there are great irregularities 
many investors are uncertain as to the in the market estimate of securities. Price 
future of the securities they bold. Then is less exact as an index to intrinsic val 
there are others who {rel that their secu- wes than it is ander more sormal cond 
rities do pot fit their investment weeds oes. Several securities at the same price 
as they see them. may have radically different prospects. 
© Under these circumstances, it is desir- © This is, therefore, particularly good 

the ume to consider your investments with 
laght of current conditions. Such # review an open mind. After all, there is 20 real 
need not involve aay changes im securities difference between the present value of 
beld. If the ievestments im the account your holdings and an equivalent amount 
St the requirements, there is wothing to of cash. Starting with that point of view 
be gained from disturbing them. If the snd baving in mind your particular re 
market price of some of them iss meatier quirements, let's equal the securitics 
of Concern, an effort cam be made tode- you ought to have. We shall be glad to 


This copy was held to excel in 
typography in financial division. 


3. Individual advertisement excelling 
in illustration: Central Republic Bank; 
honorable mention, People’s Trust & 
Savings Bank, through Carroll Dean 
Murphy, Inc. 


4. Most effective advertisement in 
combination of illustration, headline, 
text and typography: Northern Trust 
Co., through J. Walter Thompson Co.; 
honorable mention, A. G. Becker & Co., 
through Needham, Louis & Brorby. 

5. Best campaign: Personal Loan 
& Savings Bank; honorable mention, 
A. G. Becker & Co. 


Newspaper Promotional Advertising 


1. Institutional advertisement excell- 
ing in copy: Chicago Herald ¢ Ex- 
aminer, through Homer McKee; honor- 
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Even Debt Clouds 


have their silver lining 


WE te een oer ee > 
oy = dachcns at only ene heme te 
~~ 


et ae eran 


HOUSEHOLD 


FINANCE CORPORATION 


National institutional advertisement 
excelling in illustration. The series 
also took several other awards. 


able mention, Chicago Journal of Com- 
merce. 


2. Institutional advertisement excell- 
ing in typography: Chicago Journal of 
Commerce; honorable mention, Chicago 
Herald & Examiner. 


3. Institutional advertisement excell- 
ing in illustration: Chicago Daily 
News, through Homer McKee; honorable 
mention, Chicago Evening American, 


4. Most effective institutional adver- 
tisement in combination of illustration, 
headlines, text and typography: Chi- 
cago Evening American; honorable 
mention, same. 


5. Best institutional campaign: Chi- 
cago Daily News; honorable mention, 
Chicago Evening American. 


"Ti ety pred bu sth 
second transfer 
of your estate... 


‘This “shrinkage” can often be cut down 30% to 50% under 
estate plans of The Northern Trust Company 


= 


THE NORTHERN TRUST COMPANY 
In the service of Chicago since 1889 


MORTHWEST COMMER LA MALLE SND MONROE STAEETS 


Most effective financial copy in 
combination of elements. 


Department Store 


in Laundry Tieup 


Mandel Brothers, Chicago depart- 
ment store, stimulated sale of 
Dwight Anchor sheets by offering a 
coupon worth ten cents at any laun- 
dry belonging to the Chicago Laun- 
dry Owners Assn. 

The latter redeemed the coupons 
without charge to the store. 


Two Are Promoted 


by Scripps-Howard 


F. W. Giesel has been appointed 
business manager of the Akron 
Times-Press. 

Edward B. Nolden has succeeded 
him as Western manager of the na- 
tional advertising department of 
Scripps-Howard at Chicago. 
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| SOLEMN RITUAL OBSERVED] 


‘DURING MYSTIC BLENDING OF 
“HENRICI'S MARVELOUS COFFEE 


M.. of Henrici's customers, drown 


by the frogronce of the finest coffee in the world, often 
! wonder what alchemy 1s procticed to obtein such match. 
| less favor. 
| Without giving the secret entirely owoy, we shell 
| merely hint at © fovorable conjunction of the plonets, o 
) strict ritual of selection coreful blending in exact propor. 


tions of the finest high-cltitude Sumotro coffee, ond 
special doiy roosting to ossure ebsolute freshness. 
Sumotro—lond of tropic colors, exotic donces, intox- 
cohng oromas— its subtle essence is distilled in the rich, 
exhilorating coftee thot has brought deserved renown to 


HENAICHS 


ON RANDOLPH STREET 
|_[estasiiswen BETWEEN DEARBORN AND CiaeK 
108 


| 
—_ OPEN. 7A. Mm TO MIDNIGHT 
SUNDAYS 64 m TO MIDNIGHT 


Local sales copy excelling in 
typography. 


Coming 
Conventions 


June 6-9. International Associa- 
tion of Display Men in Chicago. 

June 18-19. Spring meeting Asso- 
ciated Business Papers, Inc., at Buck- 
wood Inn, Shawnee-on-Delaware, Pa. 

June 19-238. Annual convention 
Advertising Federation of America 
and affiliated organizations at the 
Waldorf-Astoria, New York. 

June 20-23. Exposition of Display 
Equipment Manufacturers of U. S. at 
Hotel Sherman, Chicago. 

July 5-9. Annual meeting Pacific 
Advertising Clubs Association at Van- 
couver, B. C. 

July 7-9. Second annual conven- 
tion Advertising Distributors of 
America at Hotel Stevens, Chicago. 

July 18-20. Annual _ convention 
Southern Newspaper Publishers As- 
sociation at Asheville, N. C. 


July 19-21. Annual meeting Na-| 


tional Editorial Assn. starts at San 
Francisco, then moving to Los An- 
geles. 

Aug. 1-5. Annual convention 
O-M-I Photographers’ Assn. at Cedar 
Point, O. 

Ang. 11-18. Annual convention 
Associated Sign Contractors of North 
America at Indianapolis. 

Sept. 12-15. Annual convention of 
Financial Advertisers’ Assn. at Con 
gress Hotel, Chicago. 


Sept. 26-29. Advertising Specialty | 


National Assn. at New York. 

Oct. 5-7. Annual conference Direct 
Mail Advertising Assn. at. Hotel 
Pennsylvania, New York. 

Oct. 20-21. Annual meeting Audit 
Bureau of Circulations in Chicago. 

Oct. 27-29. Annual meeting, Tenth 
District, A. F. A. at Austin, Texas. 

Nov. 14-16. Annual meeting Na- 
tional Assn. of Broadcasters at St. 
Louis. 


Myrt ’n’ Marge to 
Rest During Summer 


“Myrt ’n’ Marge” and “The Lone 
Wolf Tribe.” sponsored by the Wm. 
Wrigley, Jr., Co., Chicago, will leave 
the Columbia network May 27, re- 
turning August 29. 

Both shows will make vaudeville 
appearances during their summer va- 
cation. 


Levey With Realservice 
H. H. Levey, formerly head of his 


own agency, has joined Realservice: 


Advertising Agency, New York. 


N. Y. Art Exhibit 


Comes to Chicago| TOLEDO CLUB 


The Chicago Advertising Council 
will start its 11th annual art exhibit 
on the seventh floor of Marshall 
Field & Co. June 3. It will run for 
two weeks. 

The exhibit is sponsored by the 
Art Directors’ Club of New York. 
This is its first appearance outside 
of New York. 


Heads Milwaukee Women 


Gertrude B. Kluck, editor, North- 


western Confectioner, has been Advertising Club of Toledo.” 


elected president of the Women’s 
Advertising Club of Milwaukee. Roa 
Meuer is vice-president; Mary Wein- 
ert, 


and Clara Kaentje, treasurer. | ings. 


mentized, taking the form of round 
table conferences of different groups. 


identified with sales will be invited 
to join the club, prior to the first 
monthly meeting in September. An- 
nual election of officers will take 
place June 1. 


CHANGES NAME 


Toledo, O., May 27.—Recognizing 
the trend toward responsibility for 
complete merchandising plans and 
closer co-operation with sales man- 
agement, the Toledo Advertising Club 
has approved a reorganization plan 
with a change in name to “Sales and 


To Promote Dressing 


Under the new plan, regular meet- 
ings will be held monthly in the 
secretary; Marie | ¢Vvenings with a more elaborate pro- 
Bernhardt, corresponding secretary, | gram than is possible at noon meet- 


duction of a line of enameled acces- 
sories for the dressing table, com- 
pacts, lipstick holders, cigarette | manager of Albert Pick-Barth Co., 
cases and lighters. 


Daytime meetings will be depart-| M/qgde Columbus Directors 


P. E. Buehler, Kenneth Dameron, 
R. R. Vance, Harold R. Lee, N. J. 
Sales managers and executives Engle, W. O. Dunson, K. R. John- 
ston and J. E. Humphreys were 
elected directors of the Columbus 
(O.) Advertising Club this week. 
They will elect officers. 


The agency is planning the intro- 


Chicago. 


HOSPITAL 


Tue HosprraL FIELD 


~-»-once an important market; 
now aMAJOR market..--ee- 


.... Three years ago the hospital field was an 
important market for building materials and 
supplies, elevators, plumbing, heating and air- 
conditioning equipment, acoustical material, 


and a host of other products. 


. . Now it is no longer merely an important 
market for these products .. . it is a major mar- 
ket. Not because the hospital field is building 
at unprecedented rates; it isn’t. But because 
hospital construction has held up remarkably 
well while industrial construction, home build- 
ing, store and office construction and the rest 
have slumped badly, hospital construction now 
accounts for a bigger slice of the total construc- 


tion dollar than it ever has before. 


.... Sixty new construction projects reported by 
HOSPITAL MANAGEMENT?S Daily Bul- 


letin Service in one recent month testify to that. 


.... Yes, markets change. And the wise ad- 


vertiser changes with them. What use to con- 
tinue cultivating markets which have dwindled 
almost to nothingness? What sense to continue 
ignoring markets which were once relatively 
unimportant but are NOW of major propor- 


tions? 


.... Especially is this true when an active, im- 
portant market like the hospital field can be cul- 
tivated intensively with a minimum expenditure 
in one publication—HOSPITAL MANAGE- 
MENT. 


.... Everything the advertiser wants he gets 
in HOSPITAL MANAGEMENT. Thorough, 
complete coverage «without waste; the right edi- 
torial background; superior visibility for his ad- 
vertising; complete and thoroughly adequate 
service; and all at rates that mean real 1932 
values. No other market, no other medium, 


can do so much for you today. 


MANAGEMENT 


a practical journal of administration 


537 S. Dearborn St., Chicago 


Graybar Bldg., New York 


or 
The only hospital publication member both A. B. C. and A. B. P. 


Coke Account to Ayer 


Philadelphia Coke Co. and Rainey- 
T. bl. A . Wood Coke Co., Conshohocken, Pa., 

able Accessories | distributors of coke for the Koppers 
Charles Daniel Frey Co., Chicago,|Co., New York, have appointed N. 
bas been appointed by the Elgin 
American Manufacturing Co., Chi- 
cago. 


W. Ayer & Son, Philadelphia. 


Scripps Is Promoted 


After 20 years’ service, Charles L. 
Scripps has been appointed sales 
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NEW APPROACH 
DEVELOPED BY 
PERFUME COPY 


New York, May 26.—May, a busy 
month in the perfume field, has gar- 
nered a bumper crop of new selling 
ideas. 


distinct personalities, Crystal Labo- 
ratories, maker of Outdoor Girl cos- 
metics, has put its advertising ammu- 
nition behind three new perfumes to 
match. Copy says of the discovery: 

“Every woman knows that trying 
to select any single perfume to ex- 
press her personality is as silly as 
wearing the same costume for all 
occasions, The temperament changes 
at different times of the day, and 
a perfume, to be in perfect harmony, 
must accent the spirit of the hour. 

“It is for precisely that reason 
that Outdoor Girl now presents, for 
the first time, three distinct and de- 
lightful new fragrances, expertly 
blended to match the three major 
moods of the day. 

“The first is a light elusive bou- 
quet with the dewy freshness of 
morning flowers. The second is an 
animating extract, slightly more pro- 
nounced in odor, for hours of sport. 
The third is an exotic and mys- 
terious scent, attuned to the seduc- 
tive spirit of evening gaiety.” 

A retailer's comment that it would 
be great if screen stars would go 
behind his counters to sell perfumes 
is said to have furnished Vadsco 
Sales Corp. with the idea for Arly’s 
perfume of the month, another mul- 
tiple-personality concept. 


Glorify Film Stars 


The Arly perfumes will be dedi- 
cated to movie princesses whose 
personalities they typify, the christ- 
ening exercises being timed to the 
release of productions in which they 
star. The first advertisement, con- 
secrating “La Boheme” to Joan Blon- 
dell, reads: 

“Now, each month, you can have a 
new personality—never dull—always 
different, interesting lovable... . 

“‘La Boheme’ expresses radiant 
aliveness. It is bright with the 
promise of summer's gaiety, excite- 
ment, romance.” 

Advertisements are illustrated with 
stills cut at the precise moment 
the hero’s fancy begins lightly to 
turn. 

With one objective the capture of 
the market of those who use its 
face powder but not its perfume, and 
vice-versa, Coty has launched a 
magazine campaign pointing out the 
importance of matching perfume to 
the odor of the face powder. 

The idea is stressed by the copy’s 
offer of a regular box of powder and 
a sample bottle of perfume for the 
price of the former alone, the cus- 
tomer having her choice of odors in 
the line. 

Joubert Cie has settled on the re- 
sults theme for Blue Waltz perfume. 
Copy is direct and terse, the com- 
plete text of one advertisment being: 

“Does he call you up the next 
morning? 

“The exciting tinkle of your tele- 
phone early the next morning means 
he was serious when he said you 
were the most fascinating girl at 
the party. He’ll keep your phone 
busy as long as you keep charming 
with the irresistible fragrance of 
Blue Waltz perfume.” 


Woolworth to Open 
31 Stores in 1932 


The 1932 expansion program of 
the F. W. Woolworth Co., New York, 
calls for 31 new stores, making a 
total of 1934. 

Operating earnings for 1931 were 
equal to $3.34, against the regular 
dividend of $2.40. 


Retained for Earphones 


Small, Kleppner & Seiffer, Inc., 
New York, have been appointed by 
American Earphone Co., New York, 
acoustical devices. 


Claiming every woman has seen 


NEW SLANT ON OLD SUBJECT 


s Wart ond Rptemets te not 
mtene remahe the maps of the wert Day 
after day engineering genes is remotes 
ing Matere’s geography, lifting the face 
of the earth mahung changes thet mos 
ern Whe dooms eseemti Greet mach mes 
£0 $0 feet wader the see inte sett rock 
o0 that chips may hove sate pessage. 
Courses of rivers are changed; land 


provemente 
which work wonders with the world’s s 


face lifters 


OF -THE-EARTH 


Tmt ARGEST (OUEST AMD MOST EFTIOHNT HYDRA OREDOE © THE WOMD THE GREAT (ARES OREDOE 6 BOER COS WEN /EREET” 


strwcting paewmeti and submarine am 


te 1926 the Greet Lakes 
Dredge and Deck Company constructed 
the greatest hydrate dredge in the 
wortd at 2 cost of over $1,750,000. Un 


‘Te serve more efficiently, these engineers 
have pioneered im designing the mam 


cage or Mew York, and s company lhe 


tormang more than 108 afferent types of 


Aupreme in engineering wader she «can 
de your job better I you are considering 


construction — stresghtening harbors. 


wouldn't you rather have 


ghost the leader in te Geld? = Wirite, phone or 


This copy won honorable mention for typography in the Chicago 


Newspaper Contest. 
Tribune. 


It was designed and set by the Chicago 
The head was hand-lettered. Franklin Gothic was used 


in the body. 


Publishers Association 


Elects William H. Reed 


The New England Daily News- 
paper Publishers Association elected 
William H. Reed, Taunton ( Mass.) 
Gazette, president last week. 

William G. Spence, Lowell (Mass.) 
Courier-Citizen, is vice-president; 
Stanley T. Black, Pawtucket (R. I.) 
Times, secretary, and Charles L. 
Fuller, Brockton (Mass.) Enterprise, 
treasurer. Frank E. Phillips was 
re-elected manager. 

The new board comprises John H. 
Muehling, Manchester (N. H.) Union 
Leader; Julius Mathews, Biddeford 
(Me.) Journal; Leroy B. Noble, Rut- 
land (Vt.) Herald; Franklin B. 
Hurd, Providence (R. I.) Journal- 
Bulletin; Henry H. Conland, Hart- 
ford (Conn.) Courant; Donald B. 
Miller, Pittsfield (Mass.) Eagle, and 
Alexander H. Rogers, Lawrence 
(Mass.) Eagle-Tribune. 


Buy Color Plant 


Interests represented by C. B. Kel- 
land, president, and Horace Scandlin, 
vice-president, have bought Color 
Photography, Inc., New York, from 
Central Typesetting Co., Chicago. 
Color Photography, Inc., Chicago, is 
not affected. 


WABC Revises Rates 


The new rate card of WABC, New 
York, effective June 15, shows an in- 
crease in the hourly rate after 6:00 
p. m. from $650 to $800. The ad- 
justment is based on _ increased 
power facilities. 


Name Paris & Peart 


Seminole Paper Corp., Chicago, di- 
vision of the International Paper Co., 
has appointed Paris & Peart, New 
York, to direct advertising of Semi- 
nole toilet tissue in the East. 


Increase Radio Rates 


Columbia Broadcasting System, 
New York, has announced forthcom- 
ing increases for network time on 
WABC, New York, and WHAS, Louis- 
ville, Ky., based on increased power. 


Hertel with WHBL 


Andrew Hertel, formerly manager 
of the radio department of Williams 
& Cunnyngham, Chicago, has been 
named business manager of WHBL, 
Sheboygan, Wis. 


Circus Gets Blankenship 


Harry Blankenship has discon-- 
tinued his agency in Chicago to di- 
rect publicity for Hagenback & Wal- 
lace Shows. His address is advance 
car number one. 


| Stores, 


Pittsburgh Committee 
Decides on Nominees 


R. F. Heywang, L. Paul Schwein- 
berg and A. C. Gruver have been 
nominated for the presidency of the 
Pittsburgh Advertising Club. Other 
selections for the election June 21 
are: 

Vice-president, H. S. Metcalfe, M. 
C. Henderson, Jos. G. Butterworth; 
secretary, J. A. Cullison, Earl F. 
Evans, Leo Isaacs; treasurer, F. W. 
Morgan, Leo P. Kremer, Harry S. El- 
well; 

Board of Governors, W. C. Arthur, 
J. C. MeQuiston, Julius Schmidt, T. 
D. Harman, Jos. Schewe, W. Hunter 
Snead, E. D. Mason, K. E. Kellen- 
berger, Ray H. Finger and Lloyd 
Thomas. 


Davega Sells Branches 


Davega Stores Corp. had disposed 
of its interests in the Atlas Krauss 
Cincinnati; Atlas Serlin 
Stores, Detroit, and Atlas Lesser 
Stores, Cleveland. The chain’s oper- 
ations will henceforth be confined 
to New York and Chicago. 


Reilly Found Dead 


Frank Kennicott Reilly, 69, presi- 
dent of Reilly & Lee, Chicago book 
publishers, was found in his home 
May 25 under circumstances indi- 
cating suicide. He had been in ill 
health for several years. 


Anderson Quits Hearst 


George E. Anderson, for the past 
six years a member of the Chicago 
sales staff of the Los Angeles Exam- 
iner, Seattle Post-Intelligencer and 
San Francisco Examiner, has re- 
signed. 


Pays Regular Dividend 

American Safety Razor Corp., New 
York, maker of Gem and Ever- 
Ready razors and blades, has de- 
clared the regular quarterly dividend 
of 75 cents per share. 


Battin Succeeds Babbitt 


H. L. Battin, divisional advertising 
manager of Sears, Roebuck & Co., is 


the new president of the Advertising 
Club of Louisville. He succeeds John 


F. Babbitt, J. V. Pilcher Mfg. Co. 


Tastyeast to United 


Tastyeast, Inc., Trenton, N. J., has 
appointed the United Advertising 
Agency, New York. 


With “Modern Packaging” 


Alan S. Cole has joined Modern 
Packaging, New York, as Western 
manager at Chicago. 


Baltimore to Elect ] 
New Officers June 1 


Robert E. Vining, Western Elec- 
tric Co., and D. Stuart Webb, D. 
Stuart Webb Advertising & Letter 
Service, head the regular ticket of 
the Advertising Club of Baltimore 
for the election June 1. Other can- 
didates: 

Vice-president, Daniel L. Clayland, 
III; secretary-treasurer, Maude M. 
Schaefer. 


Iowa Outdoor Men 
Re-elect J. B. Stewart 


J. B. Stewart, Clinton, was re- 
elected president of the Outdoor 
Advertising Association of Iowa May 
24. Other officers: 

Al J. Busby, Waterloo, vice-presi- 
dent; Fred E. Trainer, Ackley, sec- 
retary, and H. J. Wilson, Burlington, 
treasurer. Directors voted to make 
a state survey of highway traffic. 


House Rejects Draft 


of New Copyright Law 


H. R. 12094, to amend copyright 
acts, has been returned to the com- 
mittee on patents for redrafting. 

Objections were based on alleged 
unfair advantages to publishers and 
broadcasters in the guise of protec- 
tion afforded innocent infringers. 


Collect Newspaper Data 


“The Third National Survey of the 
Weekly and Medium Size Daily 
Newspaper Publishing Business,” 
will be available in published form 
July 1 from the National Editorial 
Association Research Bureau, North- 
field, Minn. The price will be $1 to 
members, $2 to non-members. 


Launch New Typewriter 


The introductory campaign on the 
Burroughs typewriter, begun this 
week by Campbell-Ewald Co., Detroit, 
incorporates magazine space and 
300,000 pieces of direct mail. Copy 
capitalizes on acceptance of the Bur- 
rough’s name. 


Petersberger Changes 


Richard E. Petersberger, president 
of the Davenport (Ia.) Advertising 
Club, has resigned from Bawden 
Bros., Inc., to become special agent 
for the Prudential Insurance Co. of 
America, Davenport. 


Claim of Cure 
Puts Cosmetic 


In Drag Class 


Washington, D. C., May 27.—Tooth 
pastes, face creams, hair dressings, 
shaving soaps and other cosmetics 
become subject to the provisions of 
the pure food and drugs law when 
claims are made that such products 
can cure, prevent or mitigate dis- 
eases, according to an announce- 
ment by the Food and Drug Ad- 
ministration of the Department of 
Agriculture. 

W. G. Campbell, director of reg- 
ulatory work, explained: 

“Tooth pastes are sometimes labeled 
as antiseptics or as cures or preven- 
tives of diseases of the mouth. These, 
when so labeled, if shipped inter- 
state, become subject to Federal reg- 
ulation. 

“Some manufacturers represent 
face creams as having power to 
cure pimples and other skin dis- 
eases; others label hair dressings as 
hair restorers, andeshaving soaps as 
antiseptics or destroyers of disease 
germs. Articles so labeled are sub- 
ject to action under the Food and 
Drugs Act, since technically they 
then become drugs. 

“If manufacturers label their prod- 
ucts as drugs, they must accept the 
responsibility for marketing them in 
strict compliance with the national 
law.” 


G-E Plans Classes in 
Electric Cookery 


Electric cookery schools in all 
parts of the country will feature a 
drive on Hotpoint electric ranges by 
the Edison General Electric Appli- 
ance Co., Chicago, the week of 
June 20. 


New Bottle for Extract 


Joseph Burnett Co., Boston, is bas- 
ing a magazine campaign on a new 
non-tipping bottle for its vanilla ex- 
tract, amber glass being used to pro- 
tect the contents against deteriora- 
tion caused by light. 
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CO-ORDINATION 
OLD, BUT MANY 
FAIL TO USE IT 


New York, May 27.—By failing to 
co-ordinate the presentation of their 
messages in different mediums, many 
advertisers are overlooking an ob- 
vious sales weapon, in the opinion of 
J. Sherwood Smith, president of the 
Fashion Co-ordination Bureau, a sub- 
sidiary of Calkins & Holden. 

The Fashion Co-ordination Bureau, 
said to be the first organization to 
apply the now common term “fashion 
co-ordination” to the work of har- 
monizing style merchandising and 
advertising appeal, celebrates its fifth 
anniversary next month. 

The Bureau collects, interprets, 
and distributes fashion information, 
advising retail stores on buying and 
sales promotion of fashion goods, 
giving information to Calkins & 
Holden’s clients, and syndicating edi- 
torial material on fashion to a group 
of newspapers with a total circula- 
tion of nine million. 

“The principle of co-ordination was 
first worked out by department 
stores,” Mr. Smith told ADVERTISING 
Ace. “They were the first to bring 
their advertising into line with buy- 
ing and merchandising. 


Cigarettes as Example 


“Most advertisers agree that this 
principle is elementary, yet many 
fail to apply it. Two who do apply 
it are Lucky Strike and Chesterfield 
cigarettes. Wherever they offer their 
messages they present a unified ap- 
peal to the consumer. 

“The problem of most advertisers 
is much simpler than that of depart- 
ment stores, which must consider 
fashions, colors, materials, and other 
factors. A standardized product is 
much easier to handle.” 

One example of co-ordination of 
advertising is the coffee campaign 
executed by Calkins & Holden begin- 
ning in October, 1930, for the Great 
Atlantic & Pacific Tea Co. It used 
the appeal of “a coffee to suit your 
taste” with three blends of equal 
quality but different flavor to choose 
from. 

The same idea was applied in con- 
stant repetition to every medium of 
advertising, including all point-of- 
sale material used in the stores. The 
company reports that its three blends 
outsell any other three coffees. 


McCord in Charge 
of Pfunder Copy 


F. H. Pfunder, Inc., has appointed 
the McCord Co., Minneapolis, to di- 
rect its advertising. 

Chicago, Milwaukee and New York 
have been selected for special pro- 
grams following tests with giving 
the Pfunder franchise to one selected 
druggist out of every ten. 


Reynolds Is Chairman 
of “Brooklyn Eagle” 


Brooklyn Daily Eagle is now 
headed by an outdoor advertising 
man, Charles S. Reynolds resigning 
as treasurer of General Outdoor Ad- 
vertising Company to become chair- 
man of the board. 

Mr. Reynolds succeeds Ray Gunni- 
son. 


Restaurant Chain 
Fosters Beer Demand 


“Demand Beer” was the heading 
of advertisements recently inserted 
in Buffalo dailies by Deco Restau- 
rants, Inc. 

The chain held a “Beer Day” May 
21, donating 5 per cent of receipts of 
45 units to a wet fund. 


New Reports Based on 
St. Louis Drug Survey 


Bureau of Foreign and Domestic 
Commerce has issued two studies of 
the St. Louis drug survey. 

One is “Why Drug Stores Fail,” 5 
cents, and “Drug Store Arrange- 
ment,” 10 cents. 


Gage in New Home 


Gage Publishing Co, New York, 
has moved to 239 West 39th St. 


DES MOINES CHIEF 


Ed. A. McClenahan, manager of 

lowa Flour Co., is the new presi- 

dent of the Des Moines Advertis- 
ing Club. 


‘Insane Asylum,’ 
Newspaper Man 
Holds Agencies 


New York, May 27.— Norman 
Klein is back on the editorial staff 
of the New York Evening Post after 
a year with two advertising agencies. 
Time gives Mr. Klein’s explanation 
in these words: 

“T went into it for the money and 
it wasn’t worth it. It was like rid- 
ing a merry-go-round in an insane 
asylum. For one thing the ‘deadline’ 
habit gets you nowhere. If you hand 
a piece of copy in the same day it is 
assigned, the boss assumes it’s no 
good because you didn’t take long 
enough. Hold it for a couple of days 
and it will be accepted right 
away. 

“A city editor can make up his 
mind instantly on an important de- 
cision and he’s right 90 per cent of 
the time. An advertising man takes 
a day, a week or a month. 

“Most agencies thrive on two or 
three fat bread-and-butter accounts, 
and they’re neurotic with fear of 
those clients. Consequently, adver- 
tising men eat too fast, smoke and 
drink too much, suffer from tele- 
phone madness, and Bermuda is 
their sanitarium. 

“The few hep guys in the business 
are bitterly unhappy and all have 
some outlet—painting, amateur pho- 
tography, fiction writing. 

“I wrote hundreds of pieces of 
copy, delivered sausages to ‘test con- 
sumer preferences,’ tested a radio 
set’s reception in Mammoth Cave, 
ghosted a numerologist’s answers to 
letters of radio listeners, conducted 
blindfold tests of cigarets, wrote 
speeches for a corporation president, 
sold mayonnaise to Pennsylvania 
steelworkers, sat in endless solemn 
conferences. And now I hope to re- 
gain my sanity.” 


Superheater Loses 
Ryder, Vice-President 


Gilbert E. Ryder, 52, vice-president 
of the Superheater Co., New York, 
died at Larchmont, N. Y., May 17 
from a heart attack. 

He was in charge of sales to power 
plants. 


C. & S. Tea on Air 


Georgie Price and Benny Kreuger’s 
Orchestra will go on the air via a 
WABC-Columbia network June 2 for 
Chase & Sanborn’s Tea. The 15-min- 
ute program produced by J. Walter 
Thompson Co., New York, will be 
presented Tuesday and Thursday. 


Agency Gets Mrs. Clisbee 


Mrs. Florence Clisbee has become 
head of the retail department of Ped- 
lar & Ryan, New York, after three 
years as advertising manager of 
Saks-Fifth Avenue. 


Tea in Cellophane 


McCormick & Co., Baltimore, have 
developed a cellophane pack for tea 
and have patented the process. 


MAY ADVERTISING IN MAGAZINES 


STANDARD ao aa 
Atlantic Monthly... 28,333 18,370 
DOCUM ccccccccecee 11,485 9,604 
Harper’s Magazine.. 27,999 23,211 
Review of Reviews. 19,253 13,955 
sg SPP 15,448 9,370 
World’s Work ..... 24,404 10,484 

Total Group ..... 126,922 84,994 

FLAT 
AMAOPIOBR cccccccce 464,153 289,002 
American Boy...... 60,702 45,377 
DE Kicdesoetoeses 6,244 3,650 
gg BO eee 28,382 23,415 
College Humor..... 31,170 32,767 
Cosmopolitan ...... 448,238 267,802 
Sh -2cheeside oss 6 46,367 11,982 
Motion Picture..... 40,065 41,083 
Movie Classic...... 14,818 37,632 
Open Road......... 16,729 15,157 
Photoplay ........ 108,234 83,607 
Physical Culture... 32,243 28,845 
ET 95,674 17,475 
Screenland ........ 22,694 11,084 
True Confessions... 8,630 6,978 
True Detective Mys. 31,080 9,996 
True Romances.... 34,256 18,396 

Total Group...... 1,489,679 1,004,248 

WOMEN’S 
Demeester .ccccces 574,375 451,322 
Farmer's Wife..... 77,157 48,662 
Good Housekeeping. 1,098,158 932,204 
Harper’s Bazaar... 161,779 127,673 
OO errr rs 68,239 34,866 
Household ........ 161,474 68,121 
Ladies’ Home Jour. 1,344,220 838,799 
SO ae 745,887 682,139 
Needlecraft ........ 28,742 16,744 
rr 29,966 34,544 
Pictorial Review... 579,591 238,160 
Tower Magazines. . 93,093 106,120 
<i. 7, Jr 481,753 314,304 
Vogue 

(Semi-Monthly).. 264,584 225,436 
Woman's Home 

Companion ...... 867,694 653,867 
Woman's World.... 93,512 46,170 

Total Group...... 6,670,224 4,819,131 


GENERAL 

& CLASS 1931 1932 
American Golfer... 29,087 16,637 
American Home.... 91,447 36,082 
Arts & Decoration. . 30,214 11,056 
Better Homes & 

GerGeRS .ccccees 280,453 227,384 
Christian Herald... 29,369 17,090 
Country Life....... 59,368 23,957 
Field & Stream.... 41,887 32,994 
WENGR -sccccessas 68,428 57,300 
Golf Illustrated.... 20,146 9,390 
House Beautiful.... 70,600 30,103 
House & Garden... 170,675 111,493 
Managem’t Methods. 25,697 13,015 
Modern Mechanics. . 7,266 5,853 
Nation’s Business. . 115,298 68,253 
National Geographic 150,642 91,025 
National Sportsman. 17,456 16,131 
Outdoor Life....... 21,426 18,775 
SOO cneeteeeesse See 8 8=—s «ss ow és 
Popular Mechanics. 87,310 56,554 
Popular Science.... 41,424 22,322 
Radio News........ 10,441 9,435 
as 8,600 8,167 
VOaRy FRR iscsccce 64,122 45,755 

Total Group...... 1,449,958 928,771 

WEEKLIES 

and *Semi-Monthlies 

(April) 

American Weekly... 838,718 $78,285 
Business Week..... 66,179 54,200 
a 929,219 801,295 
. , ee 38,490 25,662 
DEE 6350456000004 36,778 39,208 
Be ein hes 376,486 384,962 
Literary Digest..... 472,097 359,432 
New Yorker........ 231,181 182,765 
Saturday Eve. Post 3,560,664 3,067,268 
ere 58,410 26,897 
ME. 654 Oo-n 6ekee ee 297,856 270,648 
*Town & Country... 57,308 26,778 


Total Group...... 6,963,386 6,117,400 


$ $ 
Total All Groups.16,700,169 12,954,544 


$ $ 
Accumulative 
Totals to Date. ..74,796,619 57,440,679 
—National Advertising Records. 


Advertising 
In Magazines 


Is Stabilized 


New York, May 27.—May advertis- 
ing in national magazines amounted 
to $12,954,544, National Advertising 
Records reports. This compares fa- 
vorably with $12,969,756 for April 
and $12,253,117 for March, but is con- 
siderably below volume of a year ago. 

The figure for May, 1931, was $16,- 
958,973. This was the second largest 
month of 1931, the peak being 
reached in April, with $17,172,948. 

May advertising in national and 
special national farm papers was 
$549,985, compared with $870,453 for 
May, 1931. 

Radio advertising reached its peak 
in March, 1932, with $4,300,833 for 
the two big chains, and fell to $3,986,- 
532 in April, the last month for 
which complete figures are available. 


To Publish Weeklies 
for Country Clubs 


Country Club Publications has been 
formed to publish weekly papers for 
New Jersey country clubs. 

Robert N. Pryor, late of the New- 
ark Evening News, is one of the pro- 
moters. 


Tenth District Seeks 
Lower Dues in A. F. A. 


The Tenth District, Advertising 
Federation of America, has asked the 
parent body to reduce dues. 

The Dallas Advertising League has 
joined the Tenth District. 


Mengel May Enter 
Household Appliances 


Mengel Co., Louisville, may enter 
the household electrical appliance 
field, having 15 items under consid- 
eration. 

The company produces lumber, 
veneers, plywoods, cigar boxes, etc. 


G-E in New Plan 


General Electric Company’s refrig- 
eration department at Cleveland has 
combined the production and distri- 
bution divisions under A. M. 
Sweeney, releasing Glenn C. Wasson 
for special sales. 


Three Appoint Waters 


Norman D. Waters & Associates, 
New York, have been appointed by 
Union Confectionery Co. and Ron- 
dale Fashion Clothes, Inc., New York, 
and Fillkwik Co., Attleboro, Mass., 
cigarette cases and compacts. 


OLD MAESTRO'S 
PATTER I$ RUN 
IN ROTOGRAVURE 


Chicago, May 27.—Premier Malt 
Products Company has established 
two records recently in the advertis- 
ing of Blue Ribbon Malt. One is in 
requiring no labels or reproductions 
of labels from entrants in the $15,000 
jingle contest which closes June 5. 
The other is the use of Ben Bernie’s 
radio chat in rotegravure. 

In addition to writing a last line 
for a jingle, the Columbia radio au- 
dience is asked to submit a 25-word 
letter telling what it thinks of the 
Blue Ribbon program. 

Ben Bernie’s unique rhetoric has 
created so much interest that the 
company used it verbatim in roto- 
gravure sections recently. It ran 
like this: 

“Forgive the old maestro if I go in 
for a bit of organized testifying; 
whereas and to wit;—that in my 
opinion, Blue Ribbon Malt is the 
highest quality malt extract obtain- 
able. Within the four immense fac- 
tories of ye olde Alma Malta, the 
largest in the world, so ’elp me, 
every man and machine is tuned to 
just one idea—to give you the 
world’s finest malt. 

“The old maestro joins the mil- 
lions who have made it America’s 
Biggest Seller in saying that if you 
want the mosta of the besta—buy 
Blue Ribbon Malt. Always packed 
full 3 pounds.” 

Marvin Harms is advertising man- 
ager and the account is handled by 
Matteson-Fogarty-Jordan Co. 


Advance Miss Sias 


After eight years in the advertis- 
ing department of Columbia Phono- 
graph Co., New York, Miss E. M. 
Sias has been appointed assistant 
advertising manager. 


Form Retail Agency 


Weinberg & MacKenzie has been 
formed in Minneapolis to specialize 
in retail advertising. Offices are in 
the Kasota Bldg. 


,Hall with Winningham 

William B. Hall, at one time with 
Grace & Holliday, Detroit, has joined 
Cc. C. Winningham, Detroit, as ac- 
count executive. 


May Re-establish 


Minneapolis Bureau 


The Advertising Club of Minne 
apolis is taking the lead in re-estab- 
lishing a better business bureau after 
seven years. 

Felton Colwell is club president. 


Form McDon Agency 


Thomas J. McNamara, former as- 
sistant advertising manager, Stand- 
ard Accident Insurance Co., Detroit, 
and John L. Donohue, have formed 
McDon Advertising Agency in the 
Greenwich Studios Bldg., Detroit. 


Kimball Appointed 
by “News-Standard” 


Fred Kimball, Inc., has been ap- 
pointed national advertising repre- 
sentatives of the Uniontown (Pa.) 
News-Standard. 


Help for Peed 


Harry Mahaffery and Jack Ballard 
have been appointed assistants to 
L. G. Peed, general sales manager, 
De Soto Motor Corp., Detroit. 


PH 
organization announces the 
operation of a 
NIGHT PLANT 

beginning May 31, 1932, to 
accommodate buyers of pub- 
lication plates. Now you can 
get Jahn & Ollier quality 
printing plates — anytime. 


JAHN & OLLIER 


ENGRAVING CO. 
819 W. Washington Blvd. 
Tel. MON7ve 7080 


-- going 
places? 
— 


years The Des Moines 
Sunday Register has 
gained an average of 
practically 1,000 new 
subscribers a month! 


217,418 ABC 


“$ So Handy... 


To your office that you can 
hop there from the Win- 
throp in less time than it 
takes us to tell about it. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire 
and large closets with 
every suite. 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 
New York 


Tel. Wickersham 2-1400 
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PHOTOGRAPHIC REVIEW “aus 2: 
OF THE WEEK 


ISLAND STORES ARE DEVELOPED BY STANDARD OIL 


Walt Disney's creation adorns a novelty pencil set made up by the 
Joseph Dixon Cructble Co. 


WRIGLEY BACK ON OUTDOOR PANELS 


i 
er i eutinaihiin 


Standard Oil Co. of Ohio has applied for a patent on its new "island" stores, placed in 80 service sta- 
tions, and definitely committing the company to the sale of accessories. The case, lighted for night 
display, is directly in the customer's vision as a sits in his car. Leslie G. Smith is advertising manager. 


NEW PREMIUM HELPS MINUTE TAPIOCA WILL LEAD CLUB 


Poster in new series being placed through Charles W. Wrigley 
Co., Chicago. 


DIVING GIRL PERFORMS FOR CORSET MAKER 


H. H. Kynett, of Aitkin-Kynett 
Co., Philadelphia agency, new 


president of the Poor Richard 
Club. 


CREDIT PACKAGE WITH SALES INCREASES 


This is “Java Cassava,’ employed 
by General Foods Corporation in 
a new drive for Minute Tapioca. 


“Le Gant" 


a second skin! 
Made of Y OUTHLASTIC 


“STRETCHES BOTH WAYS” 


2 
- 


Right: Royal Typewriter's femin- 
ized ribbon container played a big 
part in a sales increase of 50 per 
cent and a distribution gain of 
from 40 to 90 per cent of dealers Le a a ear eee — os 

handling the company's other “oe Warner Bros. Co., Bridgeport, Conn., use this method of demonstrat- 
lines. Hanff-Metzger, Inc., was F ix . ing the flexibility of their garments. Elizabeth H. Price is advertising 

in charge. ss wee weet * manager, and Frank Presbrey Co. the agency. 
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